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SOMETHING TO SAY 


PEOPLE TO MOTIVATE 


* M@T 


PUBLIC SERVICE TO PERFORM 


A TELEVISION VEHICLE 
FOR YOUR PUBLIC RELATIONS 
FILM MATERIAL 


SOMETHING TO SELL 





HERE IS YOUR CHANCE 
TO MOVE WITH MODERN 


Reach 10,000,000 TV viewers in one year.@§All you have to do is supply 
us with six minutes of 16mm-sound film. We team you with three other non- 
competing advertisers .. . hire celebrity host to introduce your film, and 
plan and shoot this sequence with your approval... furnish 16mm prints 

..arrange a minimum of 250 TV bookings. Your total bill for 250 verified 
telecasts: $3,125. That’s just 31 cents per 1,000 viewers! 4 WORLD IN 
MOTION is a new series developed from suggestions of the country’s top TV 
program directors. @§ To see a sample reel, or for further information, 
phone or write on your business letterhead to any of the offices listed below. 


MODERN TALKING PICTURE SERVICE, INC. 
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‘2/, New Product Announcements 
\ | Sales Conventions 
Exhibits and Displays 
Merchandising Programs 


EXPERIENCE TQ PRODUCE 
RESULTS FOR YOU 


Why a producer with experience? 


YOUR SUCCESS MAY DEPEND UPON HIS EXPERIENCE IN 
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TRAVEL 
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SHIPPING 
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SCENE DESIGN 
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Since 1921... 





You’re on schedule... 


WITH THE LEADER IN LIGHTING, GRIP EQUIPMENT, 
PROPS, GENERATOR TRUCKS AND TRAILERS 


RENTALS 


-— 7) i —) — ee ) 1 2 A" / [Or — 


Send for a schedule of rental rates 


“ar ‘ Ce TF ve 


GRIP EQUIPMENT LIGHTS GENERATOR TRUCKS 
AND TRAILERS 


LARGEST SUPPLIERS OF MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC EQUIPMENT IN THE EAST 


LIGHTING THE MOTION PICTURE INDUSTRY SINCE 1921 


333 West 52nd Street, New York City, Circle 6-5470 
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Case 
History 

Of A 
Successful 


Business 
Film 


“Documentary, institutional — call it 
what you will, ‘Rhapsody of Steel’ is a 
small masterpiece, the best 

thing of its kind since ‘Fantasia.’ 


— DEEMS TAYLOR 


“Rhapsody of Steel’...is one of 
those rare industrial films with 
enough specific quality and general 
interest to play commercial circuits. 
— TIME magazine, 1959 


“Rhapsody of Steel,’ made by 
U. S. Steel, beautifully conceived 
and executed... Better 

than many feature pictures!”’ 


—_ HEDDA HOPPER, Los Angeles Times 


To date “Rhapsody of Steel” 
has been shown in over 
6,000 theatres, reaching an 
estimated audience of 
more than 16,000,000 people. 


An animated motion picture in color written and produced 
for the United States Steel Corporation 


Merit Awards 


Columbus Film Festival CHRIS AWARD 
EFLA American Film Festival BLUE RIBBON AWARD 
National Visual Presentation Association and 

Sales Executive Club AWARD 
Edinburgh International Film Festival AWARD OF MERIT 
Scholastic Teacher OUTSTANDING AWARD 


JOHN SUTHERLAND PRODUCTIONS, INC. 


LOS ANGELES, 201 North Occidental Boulevard, Los Angeles 26, California DUnkirk 8-5121 
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INCREASING YOUR 


SALES 


INCREASING YOUR 


PROFITS 


THROUGH 


BUSINESS 
THEATRE 


Creation and staging 
of entire, integrated convention 
and sales meeting programs. 


Coo 


Some of the companies we serve 
in Business Theatre 

GREEN GIANT COMPANY 
INDEPENDENT GROCERS ALLIANCE 
HUMBLE OIL & REFINING 

UNITED AIR LINES 

VOLKSWAGEN DEALERS OF CHICAGO 
CARTER CARBURETOR COMPANY 
FORMFIT, INC. 

CITIES SERVICE O1L COMPANY 
SYLVANIA ELECTRONICS 


Ri 


a 


Fred A. Niles Communications Centers, Inc 
1058 W. Washington Boulevard « Chicago 7 
Of Hollywood: 650 N. Bronson 


Of New York: 108 West End 
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WHEN IT’S 
HARD TO GET 
THE SIGNED 
ORDER... 


Train with Slidefilms 


You can show your salesmen how 
to make presentations that focus 
on closing the sale, from the first 
of their opening remarks. You can 
demonstrate how to resume or con- 
tinue selling, when the prospect 
seems to have ended the interview. 


““CLOSING 
THE SALE”’ 


is the color sound slidefilm which 
makes it clear that sales should be 
made mentally before the calls are 
begun. It gives examples of how to 
pursue orders and suggests a re- 
course for refusal to sign. One of 
six in a series: 


“SELLING IS 
MENTAL"’ 


. . for many sales executives an 
indispensable aid to training and 
retraining. 


Write today 
for details 
concerning 
a preview 


Selling Bureau 
A DIV NW OF ROCKET PICTURE N 


lh, 
ii! 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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editorial services 
art & animation 
MUSIC 

sound recording 

screening 

color developing 


black-and-white 
developing 


color printing 
black-and-white 
printing 
edge-numbering 
print cleaning 
magnetic striping 


o 
... surprised ? 


to find everything you need 
to complete your film 
in one convenient location, 
under one roof? 
That includes Byron’s famed 
WESTREX SOUND FACILITIES 


... there is no better sound! 


see for 
yourself... 


or write, phone or wire 
for information and 
quotations on any and 


all producer services. 


byron / motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 
Affiliated with MECCA FILM LABORATORIES CORP., 630 Ninth Avenue, New York 36, N.Y. 
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“We Make Sure Our Training Sessions Run 


“The way we use 16mm sound films,” 
continues Mr. Al Tinker, President 
of Tinker Kirby Nassau Company, 
Inc., ‘“‘we need a projector that is 
dependable at all times. Films play 
a big role in our program of training 
men how to sell Kirby Home Sanita- 
tion Systems. When we schedule a 
training session, we want to know 
that the projector will do its job at 
the flip of a switch. Our Kalart 
Victor fills the bill on this count, 
and many more besides.” 

A company such as Tinker Kirby 
Nassau, with so much at stake in its 
training program, particularly ap- 
preciates the fact that Kalart/Victor 
projectors are engineered to provide 
trouble-free performance in continu- 
al daily use. 

Simplicity of threading, ease of 
maintenance and protection against 
film damage are other important 


world’s most experienced 
manufacturer of 16mm sound projectors 
VICTOR ANIMATOGRAPH CORP. 


Division of KALART 
Plainville, Connecticut 


features that Mr. Tinker looked for 
—and found—only in Kalart/Victor. 

Three-step threading with color- 
coded path showing sequence and lo- 
cation makes it easy for nearly any- 
one on Mr. Tinker’s staff to set up a 
Kalart/Victor. Safety Film Trips, a 
Kalart/Victor exclusive, prevent 
damage to valuable training film. 
And a large-capacity oil reservoir 
built into the Kalart/Victor means 
that lubrication is necessary only 
once a year. 

What features are you looking for in 
a 16mm sound projector? Great picture 
quality? Magnificent sound reproduc- 
tion? Adaptability for magnetic re- 
cording and playback? Kalart/Victor 
has them all. Call your Victor Dealer 
for a demonstration. 


FREE BOOKLET 


Tells how industry profits 
from sound films. Send to- 
day for your copy of this 
practical booklet. Dept. 157 


Sd 


< KALART, 


—$ 


Smoothly by Using Kalart/Victor Projectors...’ 


RIGHT off the NEWSREEL 


Close-Ups and Leng Shots on Noteworthy Names & Events 


Natl Visual Presentation Assn. 
Elects Connelly as President 
A leading figure in the field of 
visual presentations and the author 
of an Association of National Ad- 
vertisers’ book on the subject is 
the new president of the National 
Visual Presentation Association. 
W. J. Connelly, Assistant Man- 
ager, Advertising, of Union Car- 
| bide Plastics Company, Division 
of Union Carbide Corporation, 


—NVPA President Connelly 


was recently named to that office 
for the 1961-62 term. 

NVPA’s vice-president repre- 
senting user members is Bernard 
A. Barnett, International Business 
Machines Corporation. His co- 
vice-president, representing trade 
members of the group, is film pro- 
ducer Harry Pritchett. 

Emma Treadwell, Dow Chemi- 
cal Company, will serve as secre- 
tary and C. Behymer, H. D. Rose 
& Company, is the new treasurer. 

The first fall meeting will be 
held September 14 at the Overseas 
Press Club in New York. The ses- 
sion will feature a series of live 
demonstrations and discussion of 
“New Tools in Audio-Visuals” in- 
cluding new equipment for 8mm 
sound and 35mm sound slidefilm 
projection. 

Newly-appointed committee 
chairmen named by Mr. Connelly 
include R. Yung of Elektra Stu- 
dios (education lizison); W. F. 
Herrick, Muller Jordan & Herrick 
(fall seminar); W. W. Weltman, 
Marwel Advertising (Publicity); 
and Charles Corn, Admaster Sales 
Corporation (membership). I 


* * * 
200 Nen-Theatrical Entries 
at San Francisco Festival 
The “Film As Communication” 


competition of the San Francisco 
International Film Festival has ac- 
cepted nearly 250 entries from 15 
countries to be judged in the non- 
theatrical category established last 
year. Sponsored by the San Fran- 
cisco Art Commission, the festival 
will take place November 9-12. 

Pre-screening juries, composed 
of leading film-makers, educators, 
artists, writers and audio-visual 
specialists, will start viewing en- 
tries early in September. Finalists 
in each of seven categories will be 
selected during the four-day Film 
Seminar, and the Final Jury Panel 
will present the Golden Gate 
Awards at an Awards Brunch, on 
Sunday, Nov. 12. 


The seven categories are based 
on types of audiences for which 
films are intended rather than on 
subject-matter classifications. They 
are: In-service Training or Infor- 
mation; Public Information (Gov- 
ernment sponsorship); Public In- 
formation (commercial or institu- 
tional sponsorship); Classroom; 
Training; Adult Education; Art 
and Culture. Ve 


* * * 


U.S. Film, Equipment Exports 
Show Increases at Mid-Year 


U. S. exports of motion picture 
film and equipment for the first 
half of 1961 were “substantially 
above shipments for the same 
period last year,” the Scientific, 
Photographic and Business Equip- 
ment Division, U. S$. Department 
of Commerce, has reported. Ship- 
ments were up 10.7 percent. 

Total shipments of all types of 
motion picture equipment, includ- 
ing cameras, projectors and sound 
and studio equipment, advanced 
18.4 percent from $7,741,301 to 
$9,169,251. R 


* * * 


Randall Directs Audio-Visuals 


at American Heart Association 


Harry Randall has been ap- 
pointed Audio-Visual Director for 
the American Heart Association 
by Rome A. Betts, Executive Di- 
rector. In the U. S. film industry 
since 1953, Randall has served as 
a writer, director and film editor 
for Filmways, Sturgis-Grant Pro- 
ductions and at NBC. 

From 1945-53 he was at the 
National Board of Canada in vari- 
ous capacities including the co- 
directorship of the Board’s Science 
Film Department. a 
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ENTERTAINMENT WITH A PURPOSE... 


The exciting singing style of Ann Vivian is pure entertain- 
ment, the kind of entertainment people love.* 


The message in the lyrics of her song is easy-to-take, effective 
sales training — the kind of sales training that salesmen love. 


When you combine entertainment with sales training, or the 
introduction of a new line, you've got entertainment with a 
purpose. 


MPO Sales Meetings, Inc. knows from experience the right 
combination to produce this kind of entertainment. MPO 


MPO Sales Meetings, Inc., a division of MPO Videotronics, Inc./15 East 53rd Street, New York 22, N. Y./TR 3-7000/offices in: Dearborn, Chicago 
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knows how to entice your audience into listening and learn- 
ing by rewarding them with the very best in entertainment. 


If you have a sales meeting or training job to do, call Joe 
Kilmartin at MPO Sales Meetings, Inc., A division of MPO 
Videotronics, Inc., the largest producer of industrial and 
TV commercial films in the world. 


*Ann Vivian, Broadway singing star, is one of the featured performers in 
MPO's big film production introducing the 1962 Ford car and truck line to 
dealers and salesmen, sponsored by the Ford Division, Ford Motor Company 
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IT TAKES TWO 
TO GIVE IMPACT 10 
BUSINESS FILMS! 


It takes 

your knowledge 
of your business; 
our knowledge 


of motion pictures. 


Together we can produce 


a film that will tell 
your business story 
with clarity, 
imagination — 
and impact. 


industrial Film 
Division 


Columbia 
Pictures 


CORPORATION, 
Hollywood 28, 
California 
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THE EDITORIAL VIEWPOINT 






HE SEASONS CHANGE and invigorat- 
ing autumn brings a climate suited to 
optimism and fresh resolve. It’s not far- 

fetched to believe that you who work with 
factual, informational films stand very close 
to the front line in this worldwide struggle for 
men’s minds. What you do and how well you 
do it may play a vital part in the ultimate 
victory of free men everywhere. 

And, in direct terms, this is also a time to 
be tough—realistic in our thinking and in the 
appraisal of our industry’s resources. This 
is a time when every kind of “hardware” 
seems to appear in baffling numbers and 
kinds. The “hardware” of missiles has been 
matched by abundant types of “hardware” for 
audio-visual projection. 

As these pages note (42-47) teaching ma- 
chines are abounding in types but short on 
the vital factor of programming; television 
offers all the sets and models their designers 
can think of; from 35mm and 16mm we have 
come to 8mm in sound motion picture pro- 
jection! 

But the film medium’s greatest resource— 
and its most-neglected—is the content of the 
film itself. Our good, useful pictures are the in- 
dustry’s greatest salesmen. A selection of the 
year’s best should be “packaged” to show be- 
fore business groups from coast-to-coast. 

Instead of Research & Development for 
“hardware” in this field, let’s have more R & 
D for vast areas of untapped subject matter. 
Teen-agers tell us they sleep through those 
endless reels of men-making-lectures on chem- 
istry and physics. Where is the genius of the 
screen that can motivate these young people 
to seek the stars? Where are the films that can 
instill the fervent beat of our American heri- 
tage? 

And where are the films to renew the inter- 
est of youth in the trades and professions 
where they are needed? We sicken to read the 
list of aimless audio-visual “research” projects 
being undertaken for “National Defense” 
in colleges and universities that have them- 
selves failed to produce answers to much more 
obvious educational problems. 

The answer to all of this: let the men of 
vision and understanding of this God-given 
way of communication come together to review 
the common opportunity of the tremendous 
future that lies ahead. And, meanwhile, let’s 
take inventory of our assets upon which to 
build the program of the future. 

* “ “ 
Stockpile of Films: Projector Owners 
Are Among Industry's Greatest Assets 

Stockpiles are a vital part of national de- 
fense. The greatest stockpile of know-how, 
stimulus, and information this country pos- 
sesses is in the film libraries and producers’ 
vaults where more than 6,000 titles of 16mm 


sound motion pictures and slidefilms already 
exist. 

The crisis here is in cataloging. The demise 
of the H. W. Wilson catalog has only increased 
the vital problem of indexing, describing and 
releasing to possible users an immense amount 
of useful data. Remember that hundreds of 
these were training films on which Europe’s 
presently flourishing recovery was hastened 
through U. S. cooperation. Remember that 
education in underdeveloped countries is one 
most urgent problem where a-v can help. 


* * * 


Common denominators are important to 
this industry. One common denominator is 
the ownership by groups, industry and schools 
of more than half a million 16mm sound pro- 
jectors and the continued flow of greatly im- 
proved 16mm models to these same self- 
equipped audience groups. At a time when the 
economics of film production and processing 
are benefiting from the 1,000 to 2,000 16mm 
print orders for single subjects, we need to 
continue to create and produce more useful, 
wanted pictures and to make known to all who 
can sponsor them, the audience potential 
the fact that the most influential segments of 
America are in these viewing audiences! 





* * ok 


Remember that the salient fact about 8mm 
sound projection is simply the lower cost of 
8mm sound prints as well as their greatly- 
reduced shipping or mailing weight. If prints 
aren't less expensive than 16mm, 8mm will 
not prevail on the shipping differential. The 
problem is one of laboratory facilities. 


* fal ok 


As television renews its quest for the kind 
of audience fare the chairman of the FCC 
thinks it ought to purvey, the films that pro- 
vide fact and inspiration in palatable form 
will further increase their popularity with 
program managers. And Zenith’s move into 
color set manufacture further emphasizes the 
growth of that phase of broadcasting. 

The people who know color, who have used 
it most skillfully in all visual forms, are among 
the family of specializing producers in this 
industry. From their cameras and their work- 
shops will come new aspects of the visual art, 
to further enrich viewing fare. 

And, finally, it is the resource of this coast- 
to-coast family of producing companies that 
is among our greatest assets. Cooperation be- 
tween them can help meet this problem of 
Research & Development. Cooperation can 
bring us closer to the day when top manage- 
ment sits on the juries and in the audiences 
when films worthy of their attention are 
brought to judgment. 


ao * * 


An African Leader Cites the Importance of 
Mass Communications on That Continent 


Modern communication is the vital key to 
stability and progress in Africa, asserted Chief 
Emanuel A. A. Fadayiro, Minister of Informa- 
tion for Western Nigeria, at a recent press re- 
ception in New York. “In Nigeria,” he said, 
“we have placed the highest priority on ad- 


(CONTINUED ON FOLLOWING PAGE TEN) 
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FILM LABORATORIES 


A DIVISION OF PACIFIC INDUSTRIES, INC 
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EDITORIAL VIEWPOINT: 


(CONTINUED FROM PAGE EIGHT) 
vanced communications facilities as the surest 
means to economic development, political uni- 
ty and educational enlightenment.” 

He noted the importance of modern com- 
munication to political stability in Africa, 
where the formidable geography of jungles, 
deserts and swamps have blocked thousands of 
tribal groups into isolation. 

A balanced economic growth of the under- 
developed nations of Africa is also dependent 
in large part on efficient communication, Chief 
Fadayiro declared. “We believe in sponsored 
broadcast programming. Commercially sup- 
ported radio and television are the best guaran- 
tees of good program material. Good com- 
mercials stimulate incentive and initiative.” 

The education role of broadcast media in 
Africa is perhaps as important as any, he ex- 
plained. “Your radio and television are mainly 
intended to uplift and amuse,” he told the 
American public. “In Africa today, our big job 
is to instruct our people in such basics as 
health, sanitation and nutrition. We don’t real- 
ly need Pagliacci when they are dying of pel- 
lagra.” 

* * * 


This Salesman’s Successial Use of 


Audio-Visuals Is Encouraging Others 


The man called our Chicago office to ask for 
help in locating more sources of available 
sound slidefilms on “the insurance business.” 
He’s a Metropolitan Life Insurance agent but 
“the home office doesn’t produce anything like 
this” and “I find myself saving hours of time, 
making faster closings; and I’ve built a pretty 
good sales record as a result of the one Better 
Selling Bureau sound slidefilm I bought some 
months ago. It’s a wonderful subject!” 

We asked, “Well, why don’t you just go on 
and use other titles from the same source?” 
and he said that he certainly would but he had 
to satisfy his curiosity about the whole field. 

The intriguing part of this conversation, be- 
yond an average guy’s unsolicited praise for a 
useful tool, went into a related line of business: 
furniture. Our man’s success with audio-visuals 
by also planning the processing, editing, sound recording, was being carried over into his brother-in-law’s 
thillalem-laleMmellleliver-ldlale male), Mm @r-11M(a-Cl-lemm sm te) loll lan extensive line of home furnishings. 
Laboratory before you start shooting “He has over 200 items, considering the 
many coverings and accessories, and he could 
see that my handy DuKane projector could 
click off some beautiful color shots in a cus- 
tomer’s store that would be far more effective 

than his own catalog.” 
ape wp ght gael Did his brother-in-law know about the Na- 
wn filn st * aa tional Retail Furniture Association’s slidefilm 
DEarborn 2-6286 programs? Well, he didn’t know about that but 
Producers’ Service Dept it sounded interesting and might put one more 
log on that fire. 

We wound up the call by sending our man 
the copy of our Sales Manager’s Film Guide 
he wanted but the memory of it lingered on. 

Why didn’t Metropolitan Life offer their 
story for their many thousands of agents? Why 
didn’t our caller build on his already-wise in- 
vestment with further Better Selling programs? 

Isn’t it wonderful to hear that the tools of 


Insure your desired results for your next 
motion picture or slide film... 





GEO. W. COLBURN LABORATORY, Inc. 


164 NORTH WACKER DRIVE / CHICAGO 6, ILLINOIS 
COMPLETE LABORATORY SERVICE FOR 16 MM / EDITING / RECORDING / WORK PRINTING 


8 MM & 16 MM RELEASE PRINTING / TITLING / 35 MM SLIDE ‘AND FILMSTRIP SERVICE 
(CONTINUED ON PAGE TWELVE) 
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AGAIN 
DISNEY 
SELECTS 


ARRIFLEX 


for Filming His Most 
Action-Packed Footage! 





Shot during 
the filming 
of the Disney- 
Buena Vista 
production. 


As always, Arriflex comes through 
with perfect performance! 


Weaving in and out—not as a passive eye but 
as a fierce antagonist—a dynamic participant 
in the conflict—the 62 pound hand-held Arriflex 16 
records action with an impact that no other 
professional camera could equal. 


WALT DISNEY’S 





As in many Disney pictures, Arriflex 16mm 
footage is blown up to 35mm for theatrical 
release. Only the Arriflex 16...with its registration 
pin mechanism of incredible accuracy...could 
produce the image quality necessary for such 

a blow-up, 


In the studio, in the plant, or out on 
location— Arriflex always does the job 
better, faster, and more economically! 


( dkR) ) Write today 


i } 
M for complete literature on the Arriflex 16 
or the Arriflex 35. 


/\ PRR [PR Ul GF IL LE 3X 257 park avenue sours, New york 10, Ny 


fore) -t-lel-) wale), mel eV.) 4-31e)- Many: 826 NORTH E AVENUE. HOLLYW 39 
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(CONTINUED FROM PAGE TEN) 


your profession are really out there working, 
earning their way and doing their bit for both 
seller and buyer? And wasn’t it heart-warming 
to get this first-hand evidence of how success 
in one field can lead to new ventures in still 
another industry? 


Biological Photographic Association 


Bestows Honors at 3ist Annual Dinner 


The membership of the Biological Photo- 
graphic Association includes some hundreds of 
men and women who are among mankind’s 
most useful servants employing photography 
and audio-visuals to interpret advances in 
medicine, dentistry and related biological sci- 
ences. 

We joined with this group at its annual 
banquet proceedings on Thursday evening, 
August 24, in Chicago, as the guest of its presi- 
dent-elect, Mervyn LaRue, Sr., and our old 
friend of long standing. It was a revelation to 
meet with the group, to renew many acquaint- 
ances in this highly-specialized field and to 
witness the honors bestowed by the Society as 
a special highlight of the occasion 

Ralph Creer, director of medical motion pic- 
tures and television for the American Medical 
Association, served as toastmaster for the eve- 
ning. It was his privilege to bestow an honor 
award upon one of England’s 
medical illustration authorities, Dr 


best-known 
Peter Han- 


sell, FPBA, of London’s Westminster Hospital 
and Medical School. 

Another special citation was bestowed in 
absentia by Mr. Creer on the ailing Tom 
Jones, dean of medical illustrators and an 
emeritus member of the staff of the University 
of Illinois’ Medical School. 

Warren Sturgis Receives Schmidt Award 

But the highest honor of all, the famed 
Louis Schmidt award of the Society, was con- 
ferred by its recent holder, H. Lou Gibson, on 
one of this industry’s best-known medical film 
producers, Warren Sturgis, of New York. And 
two other Society members, James Ernest 
Brubaker of Northbrook, Illinois and Thomas 
Stuart Masterson, Chief of Photography at 
Stanford University, Palo Alto, California, be- 
came Fellows of the Society. 

Mr. Brubaker has made notable contribu- 
tions to biological photography as a designer, 
builder and user of medical endoscopic cam- 
eras and associated equipment. It is through 
his efforts that unique medical equipment has 
helped to solve extremely difficult bio-photo- 
graphic problems. 

As Chief of Photography at Stanford, Mr. 
Masterson is recognized as an authority in the 
field of medical photography, as well as direc- 
tor of all photographic services on the Stan- 
ford campus. 

President-elect Merv LaRue himself typifies 
this spirit of the Association which he now 
heads, succeeding Verlin Y. Yamamoto. His 
many photographic inventions and consistently 
fine work in the field of medical and pharma- 


1 Neon - Fe jo 


professionally fine animation equipment 


* ANIMATION CAMERA STANDS 


* 16/35/70 MM. CAMERAS 


* ANIMATION DISCS 
* CHECKING BOARDS 
* INKING BOARDS 

* REGISTRY PUNCHES 
* LAYOUT GUIDES 

* PEG BARS 


There is no compromise with the quality of superior 


_ ad ss. 
ruaerr 





hip. We offer our 25 years experience 


in the design and manufacture of custom animation 


on display at 


photographic equipment. 


ceutical films have been too little publicized, 
mostly because of his personal dedication to 
the interests of the many institutions, hospitals 
and companies which he has served as a con- 
sultant in meeting their special problems. 

Other deserving awards for photographic 
excellence were presented individual members 
of the Society during the evening, notable 
among these two awards to Milwaukee’s An- 
thony M. Kuzma for his color prints. But the 
surprise event of the evening was the presenta- 
tion of the Schmidt Award to Warren Sturgis. 
Warren has won many citations for his out- 
standing films, is a Fellow of the Society and 
one of its Past Presidents. Recalling his many 
hours of extra-curricular service to the entire 
field of non-theatrical films, his contributions 
to the American Film Assembly and within 
the Society of Motion Picture & Television En- 
gineers, it was especially gratifying to bear 
witness to this latest acknowledgment of War- 
ren Sturgis’ service beyond the call of duty. 

Kodak’s TerLouw Speaks at Luncheon 

A very pleasant social hour that preceded 
this Annual Dinner was hosted by the Eastman 
Kodak Company. And it was most fitting that 
Kodak’s much-sought-after Educational Con- 
sultant, Adrian TerLouw, was the key speaker 
at the Tuesday official luncheon of the Society. 
His address, “Transient Communication Tech- 
nology,” was well remembered at our dinner 
table and will be long after the proceedings of 
this 31st Annual Meeting of the Biological 
Photographic Association join the growing list 
of reference volumes on members’ bookshelves. 


National Cine Equipment, Inc., 209 W. 48th St., New York 36, N. Y. 


- Bouwks 


and 
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Technical pictures don’t have to be too technical. 

























Technicians are also people. Their worlds are complex = 
ones, but the technical motion pictures they seem to Te Cc h nica i 
prefer are the ones which are clear, interesting and 
well executed, as well as being accurate and informa- 
Pictures 


tive. Put yourself in an audience with upper-case 


technicians and you couldn’t tell a biochemist from 





your neighbor next-door. Technical groups want 


motion pictures on technical subjects to be, in the me. by Au d 1o — 


first, second and third place, good motion pictures. 
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Eastman Kodak Company 
announces a new, transistorized 
audio-visual projector for people in 
education, business, industry, religion, 
and government whose lives are 
devoted to communicating ideas. 


This new Kodak Pageant Projector has 
been built so that an eleven-year-old school 
child can set it up, thread it, and operate 
a perfect performance with only two prac- 
tice runs! 


New, transistorized sound system 
This projector's completely transistorized 
amplifier incorporates major electronic im- 
provements in the science of re-creating 
sound. 

Turn on the projector and the sound 
starts instantly, together with the picture. 
No wait for amplifier warm-up any more. 

Before and during performance, you will 
notice a complete absence of background 
noise in the sound system. No audible hiss- 
ing, no crackling or popping. This projec- 
tor’s sound system has the capacity to repro- 
duce —faithfully—any frequency which 
can be recorded on an optical sound track. 

This new transistorized sound system has 
been created to reproduce the entire au- 
dible range of sound, crisply and clearly. 
You will hear comfortably-audible sound 
either in the auditorium, where it must be 
loud, or in small rooms where sound vol- 
ume level is kept low. 


Kodak Pageant Projector 


This is sound with the power to operate 
either through public-address or audito- 
rium speaker systems or through this pro- 
jector’s own large (11x6-inch) speaker. 

This is a sound system which should 
never interrupt a performance, because 
there are no tubes to age or burn out. Parts 
are carefully selected for long life. Rugged 
circuitry withstands bumps and jostling. 


Kodak sound engineers estimate that 
this new projector’s sound system 
should require virtually no maintenance 
for the life of the projector. 


Superb picture brilliance 
Kodak Pageant Projectors have always had 
superior picture brilliance because of a 
specially developed Kodak shutter. This 
exclusive Kodak Super-4o Shutter projects 
pictures which are bright and easy to see, 
even in partially lighted rooms or where 
“throws” are long. 

The Super-4o0 Shutter has been incor- 
porated into this new Kodak Pageant Pro- 
jector. 

You'll see brilliant pictures in room or 
hall. Also, since projection in small rooms 


often requires smaller wattage projection 
lamps for the sake of eye comfort, we have 
allowed for a choice of either 750-, 1000-, 
or 1200-watt lamps in this machine. 


This Kodak Pageant Projector 
never intrudes upon the performance 
This is a machine which actually contrib- 
utes to the effectiveness of a motion-picture 
presentation. Operation is so simple it 
never embarrasses the operator. The ma- 
chine runs so quietly the audience doesn’t 
detect its presence. Its sound system and 
mechanics are so dependable, it won’t in- 
terrupt its own performance. 

It can sturdily accept abusive treatment. 
A school child, for example, can shift it 
from full speed forward to full speed re- 
verse at one whack without damaging any- 
thing. He may run it continuously in re- 
verse without fear of projection lamp 
burn-out. 

You can see a demonstration of this new 
Kodak Pageant 16mm Sound Projector, 
AV-126-TR, at your convenience by call- 
ing a Kodak audio-visual dealer. Or write, 
please, for specification literature. 

Thank you for your interest. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.-Y. 
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| “Pieture as a Language” Is 


2 

~ | Phote-Cinema-Optique Tepic 
ee e l Cre] Ice | “Picture As a Language” will 
eee | be the general theme of the 3rd 
“P h ot o-Cinema-Optique” Bien- 
h 16 (3 l S " li t . t / nale, an International Congress 
raphy) under the sponsorship of 
UNESCO, to be held Nov. 13-16 
in Paris. The event is aimed at 
showing a large display of the re- 
N OW sults obtained and of the possibili- 
ties offered by photographic equip- 
ment in scientific, artistic or cul- 


over 23 years of tural fields. ae i 


Disney Educational Division 


epectalizing Distributing Hoefler Films 


On September 1, the Educa- 
tional Film Division of Walt Dis- 


’ ney Productions assumed national 
exclusively as well as international distribu- 
tion of the educational and docu- 
mentary films produced by Paul 
i n 1 6 m m Hoefler Productions. 

The addition of the Hoefler line 
represents a significant change in 
C O L O pr Pp ie ; N T Ss Disney’s selling activities, former- 
ly solely concerned with the dis- 
tribution of its own films. “Al- 
though it’s a new departure for 
us,” Carl Nater, Disney 16mm 
manager, said, “it does seem like 
a normal step for us to take in 
connection with the long-range 
expansion plans we have for our 

Educational Film Division.” 
Distribution of the Hoefler films 
in the United States, except for 
Oklahoma and Texas, will be 
supervised from the three Disney 
regional offices located in New 
York City, Park Ridge, Ill., and 
Burbank. World-wide distribution, 
excluding South Africa, will be 
the responsibility of Disney spe- 
cial representatives in London, 
Paris, Munich, Belgrade, Athens, 
Tokyo and Sydney. 










‘Take it from 
me—IT MAKES 
A DIFFERENCE!’’ 


WRITE FOR LATEST PRICE LIST 


ak * od 


Form Cinema Scores in N. Y. 

Cinema Scores, Inc., has been 
formed at 723 Seventh Avenue, 
New York, by Stanley Buetens 
and Arthur Leigh, music and 
sound effects editors. Uy 
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7936 Santa Monica Blvd., Hollywood 46, California ~~ '* 
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16 BUSINESS SCREEN MAGAZINE 











NUMBER 5 ° 


Another Fine Product From ACMADE 


AUTOMATIC BUTT 
SPLICER 


Cuts, Splices, Applies 
Magic Mylar Automatically! 


The first prac- 
tical, speedy 
and efficient 
automatic 
splicer and 
perforated ad- 
hesive tape 
(Magic Mylar) 
applicator on 
the market. Now, with no fuss, mess or 
waste, it is possible to splice, repair, 
butt-splice, or strengthen splices on all 
types of film — positive, negative, mag- 
netic—even duPont Cronar or other bases. 


The cutting 

arm, shown in 

operating po- 

sition, is used 

by pressing 

the chrome 

button for cut- 

ting both sides 

of the film si- 

multaneously. The film, of course, has 
been registered on pins in the horizontal 
channel. The cutting. blade is easily re- 
placed when necessary. 


The splicing 
tape is regis- 
tered on pre- 
cision pins 
and held in 
place until au- 
tomatically ap- 
plied to the 
film by swing- 
ing the arm over and pressing the chromed 
button. This action simultaneously cuts the 
adhesive and applied it—in perfect regis- 
ter to the film. 


Model 35 for 35mm, Model 16 for 16mm—*295 


F & B NICKEL 
CADMIUM BATTERIES 


The perfect compan- 
ion for your Arriflex, 
mounted in rugged 
aluminum case, with 
shoulder strap. In- 
destructible, high 
capacity Nickel Cad- 
mium cells provide 
perfect power, abso- 
lutely guaranteed 
for 1 year. 


7v. Battery (6 cells) 
10v. Battery (8 cells) 
15v. Battery (12 cells) 
Voltmeter attach. (opt) .... 
Ammeter attach. (opt) .... 
Miniaturized Charger 
NEW—15v-7Y2v Battery—can be switched 
for 7¥Yav or 15v for both 16mm and 35m 

Arris $155.00 

With Built-in Charger 











LOLI URIN & 13VzV2318}, UNG. 











NEW F & B MARK III 
FLUID DRIVE TRIPOD 


The day of the 
friction head is 
fast coming to 
an end. More 
cameramen now 
use fluid drive 
heads because 
they meet the 
demand for 
smooth, contin- 
uous, easily- 
controlled ac- 
tion. 


Complete outfit for 16mm cameras, 


35mm Eyemos & Arris, 
139° 


at an amazingly 
low price. 
Includes Tripod, Adapter and Visco-matic 
Fluid Head. With F & B’s usual iron-clad 
guarantee. 


Tripod legs only 
Baby tripod legs only. 
Fluid Head only.............. . 
Leather & Vinyl case — 
Leather & Vinyl case for Baby...... 11.50 











ACMADE MARK II 


EDITING TABLE 


Makes 
Editing 
Easy! 


2975 


z f.o.b. New York 
v € 

Operation of this simple, efficient editing 
machine can be mastered in minutes. Con- 
tinuous movement provides absolute safety 
for your film. instant controls and de- 
clutching allows up to 50% increase speed 
and efficiency in editing. Any combination of 
2 or 3, 16mm or 35mm channels, plus mag- 
netic and optical sound available. 


WRITE FOR DETAILED BROCHURE 


68 W. 45th St., New York 36, New York 
MUrray Hill 2-2928 
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These are only a few of the hundreds of items in F & B’s huge stock. 


O'CONNOR Yiacd 
CAMERA HEADS 






oe 

Model C for 
camera up to 
20 Ibs. $275. 
Model 200-A 
for cameras 
up to 200 Ibs. 
$1750 


é 


MODEL 100 


e Designed for use with 16 and 35mm. 
cameras with a total weight up to 
100 Ibs. 

e Heavy duty professional model. 

Weighs 20 pounds. Dimensions: 7” 

high, 7” deep, 11” wide. 

Tilt from minus 75° to plus 75°. 

e Camera mounting screw %”-16. 

Equipped with precision bull’s eye 

level. 

Available with Mitchell Standard, 

Mitchell 16, Pro Jr., Auricon and 

O'Connor “Level-head” bases. 


WRITE FOR ILLUSTRATED BROCHURE 


BEEREEREE 
F &B MAGIC 
MYLAR 


Please send me: 

20 ft. rolls — transparent 16mm — 
single perforation (T16S) at $2.20 
66 ft. rolls — transparent 16mm — 
single perforation (T16S) at $6.00 
20 ft. rolls — transparent 16mm — 
double perforation (T16D) at $2.20 


66 ft. rolls — transparent 16mm — 
double perforation (T16D) at $6.00 
20 ft. rolls —transparent 35mm 
(T-35) at $4.04 
66 ft. rolls —transparent 35mm 
(T-35) at $11.00 
66 ft. rolis—white opaque—16mm— 
magnetic film only (0-16) at $6.00 
66 ft. rolls — white opaque — 35mm 
(0-35) at $11.00 
14” splicing tape for magnetic tape 
($4) at $.57 

SPECIAL INTRODUCTORY KIT: 

1 20’ roll T16 ($2.20) 

1 20’ roll T35 ( 4.04) 

F & B Film : 

Repair & Butt \ 

Splice Block _ (19.95) 


($26.16) 
Special Introductory Kits at only $1 4.50 


A New Splicing and 
Repairing Technique 


OOOOoOoou0U 





Name 
Address 


City 
BEEREER EE 
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Any one of these “sales makers” 
will be valuable additions to your 
sales staff. Take a look at their 
qualifications: 














1) After initial investment, they 
require no salaries, expense 
accounts, sick leaves or 
vacations. 


2) They make every sales point 
you want made... the way 
you want it made (every time, 
too!), 


3) They never tire... as per- 
suasive on last call of day as 
first in A.M. 


No, we haven't found a sales 
robot to replace the salesman. 
But, we have designed a line of 
sales “assistants” that will help 
your present sales force put their 
sales curve into orbit. Why not 
look into these Viewlex “sales 
makers’ for your staff now. Con- 
tact your local Viewlex franchised 
A-V dealer or use coupon below. 












































SALESTALK 


Slide and filmstrip projector, 
speed record player, 
9” x 12” screen 
. all in a smart attache case. 


$10450 
TABLETALK 


35mm filmstrip viewer, 
4 speed record player, 
rear projection 7” x 9” screen 
. all in luggage type case. 


$10950 


VIEWTALK with 
STRIP-O-MATIC 


Slide and filmstrip projector, 
automatic film strip remote control, 
4 speed record player 
with detachable speaker. 


From $17§50 


SAHRSRSRSRASRSESRESR ESR ESR ES ES SESE SESE SESE SEES SEES SEEK EES BET 


ewlex inc 
40 Broadway, Holbrook, Long Island, New York 


) Please send complete information on Viewlex ‘sales makers.” 
) Please have Viewlex A-V Consultant contact me to demonstrate 
which Viewlex ‘‘sales maker’’ best meets my requirements. 


NAME 
COMPANY 


ADDRESS CITY 
(IN CANADA—Write Anglophoto Ltd 


SS ee ee ee ee 


STATE 
Montreal!) 


SSSRSRSESE SEES SEES EEE EEE EEE EES 
saSERRSRS SESE SESE ER ESR EEE EEE EES 


ASSRRESRERE ERE SRER ERE ERE EE EE ERE EEE ES SS @ 


(OOGDUOOSOUDOUROOEOUEUEROEEORGUROODOUEOEEOERGESOROUEGESUREOROCOOUEAEOUGEIEQEDURGURDCESEROUDOEDORDO OOOO! 
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Filmed “Progress Reports” 
on New Yeork’s Weorld’s Fair 


The motion picture Progress 
Report I, for the New York 
World’s Fair, will be shown in 
many neighborhood theatres in the 
Greater New York area beginning 
in September. 

The film, produced by John 
Campbell Films, is narrated by 
H. V. Kaltenborn and carries an 
interview with Robert Moses. It 
has been distributed nationally by 
Association Films. 

According to AF vice-president 
Robert Mitchell, Progress Report 
I has now had 40 telecasts in key 
cities, and has been seen by an 
estimated 1,600,000 persons. 

Progress Report II is now in 
preparation by John Campbell 
Films, Byram, Connecticut, and 
will feature the amusement and 
entertainment aspects of the com- 
ing Fair. Release is expected about 
November, 1961. Ly 


* X u 


Begin Shooting New Miller 
Film on Alaskan Fishing 
Robert D. Forte, supervisor of 
special events and sports promo- 
tion for the Miller Brewing Co., 
is on location at Kulik, Alaska, 
to direct shooting of a new sports 
film on rainbow trout fishing. 
Tentatively titled, Fishing the 
Forty-Ninth, the film is being pre- 
pared for release in December. 
Fenton McHugh Productions, Inc., 
of Evanston, Ill., is in charge. 
When completed the 30-minute 
color film will be added to the 
Miller sports film library of more 
than 150 titles on a variety of 
sports subjects. a 


od * * 


Animation, Inc., to Produce 


Animated Entertainment Film 


Animation, Inc., veteran pro- 
ducer of animated television com- 
mercials, has entered the field of 
entertainment films by starting pro- 
duction of Sgt. Kling of the Pres- 
ton and His Wonder Dog George, 
an adult-geared animated film. 
Earl Klein, president and producer 
of the half-hour show, said the 
company had been exploring en- 
tertainment film prospects for 
some time but had deferred entry 
into the field pending completion 
of animated documentaries. Va 


* * * 


Van Praag Completes Series 
of TV Spots fer A.T. & T. 

Van Praag Productions has 
completed a series of filmed tele- 
vision spots, ranging 60, 20 and 
10 seconds, respectively, for the 


= 
Board Chairman E. J. Thomas, 
Goodyear Tire & Rubber Com- 
pany, recently made another per- 
sonal appearance in his company’s 
dealer motion picture produced by 
Wilding for fall release. A 45- 
year veteran at Goodyear, Mr. 
Thomas was last featured in the 
75th anniversary film, “Goodyear 
on the March,” also filmed at the 
Chicago studios. 


American Telephone & Telegraph 
Company, through N. W. Ayer & 
Son. 

Mare Asch, who directed the 
spots, said they will be used start- 
ing in September in eight markets 
to promote interest in new types of 
phones which the Bell System is 
now promoting in various parts of 
the country. me 





WONDERFUL BUY! 


Seven Busch Cinesalesman 
continuous projectors. Self- 
contained units with large 
10” x 13” built-in screen, 
16mm Eastman Kodak pro- 
jector, and 6” speaker. 
Power driven continuous 
film magazine holds 800 feet 
or less. Projects either color 
or black and white movies. 
Runs up to 22 minutes sound 
and 32 minutes silent before 
repeating. 


* . * 


Original cost $625 each. We 
will sell entire lot of seven at 
$1,000 f.0.b. our factory and 
will include six extra film 
magazines. All have vinyl! 
covers and two have fiber- 
board shipping containers. 
Cannot guarantee condition 
but most have been serviced 
in past year and we consider 
them to be in good shape. 
Your inspection invited. 


Write: R. F. Runyan 
HARTER CORPORATION 
Sturgis, Michigan 
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How do you define... 


“Communications?” 


calls it “an interchange of thoughts 





or opinions ...in words or letters.” 


As we translate it in continuing service to our 
clients, “COMMUNICATIONS” means 

the programmed use of all appropriate media .. . 
in motivation, information and development .. . 
to bring about measurably 


.. better employee, customer, and 
community relations 


. more constructive attitudes 
. greater job satisfaction Bilt 
. increased sales 


... higher standards of working performance 





\ HENRY STRAUSS & CO... inc. 


31 WEST S3RD STREET - NEW YORK 19.N_Y \ 
PLAZA 7-0651 \ 






COMMUNICATORS 
OF IDEAS 





FILMS 


IN PROCESS 
v 


“AN ANSWER 

FOR LINDA” 
A new kind of employee training 
film, carrying instruction on a 
story line of motivation. AMER 
ICAN TELEPHONE & TELEGRAPH 


00 0 


“THE CLAYTON 
COMMITTEE” 
Dramatized documentary — ad 
dressed to business leaders on 
behalf of PLANNED PARENT 

HOOD ASSOCIATION 


00 0 


TRAVEL-BUILDING 
SERIES 
First film sells northern Illinois, 


on a novel format, for AMERI- 
CAN OIL COMPANY 


00 0 


“HOLIDAY FOR BANDS” 
Musical documentary about the 
two million warm, eager kids 
who play and march in the na- 
tion's high school bands. — 
AMERICAN OIL COMPANY 


00 0 


“THE INDEPENDENT" 
Dramatized documentary about 
a four generation telephone 
family in a community company. 
—U. S$. INDEPENDENT TELE- 
PHONE ASSOCIATION. 


00 0 


CURRENTLY IN 
RELEASE 


“THIS IS STANDARD OIL,” color, 
84 minutes. STANDARD OIL OF 
INDIANA. 


“LOCKED ON,” color, 54 min 
utes. GEN. DYNAMICS /ASTRO- 
NAUTICS. 


“THE CASE OF THE BEWIL- 
DERED BRIDE,” color, 19 min- 
utes. THE CARNATION COM. 
PANY. 


PARTHENON PICTURES 
Cap Poimer, Exec Producer 
Meollyweed 26 —OUnkirk 5-391! 
Chicage 


Princeton Detroit 


The Wide World of 


New U. S. Steel Film Shows 
“Hew to Weld ‘T-I° Steel” 

A new 16mm color-and-sound 
motion picture, particularly help- 
ful to shop and field welding 
crews, welding trainees and voca- 
tional and engineering school stu- 
dents, is now available from the 
U. S. Steel Corp. for group show- 
ings. 

How to Weld “T-I” Steel is an 
18-minute motion picture pro- 
duced especially for training pur- 
poses. Step-by-step the film shows 
how easy it is to insure sound 
welds in structures and equipment 
fabricated from this widely used 
engineering material. 

Clear, narration goes 
right to the point with close-up 
photography of actual welding op- 
erations on “T-I” steel. The film 
explains the reasons why it is im- 
portant to use the right electrodes, 
the right welding heat—and the 
right procedure is explained and 
illustrated in orderly sequence. 

For personal study or review of 
the techniques shown in the mo- 
tion picture, a comprehensive 
booklet on How to Weld “T-I” 
Steel will be presented to everyone 
who sees the film along with a 
handy Welding Heat Input Calcu- 
lator 

Five U. S. Steel Distribution 
Centers (see addresses on page 
35) offer this film on free loan. & 


* * * 


concise 


The Doctor and Narcotics 
Subject of New Canadian Film 

One of the most dangerous 
pitfalls for a doctor is his accessi- 
bility to narcotics, the Winthrop 
Laboratories emphasizes in a new 
motion picture for Canada’s De- 
partment of National Health & 
Welfare. 

Face of an Addict explains that 
over 50 Canadian doctors are ad- 
dicted to narcotics. Most of them 
Start because of the pressure of 
their work, and until they are dis- 
covered can obtain drugs relatively 
easily. 

he film, a Crawley Films’ pro- 
duction, traces the downfall of a 
young who tries to take 
over in one year a practice which 
an older physician has built up 
over his lifetime. He starts taking 
narcotics because he feels he must 
get rest so that he can better serve 
his patients. Supposedly cured, as 
with most addicts, he again goes 
back to drugs when he meets his 
first crisis. 

The color film (16mm) was de- 
signed for showing only to medical 
practitioners. It is available from 


doctor 


S ponsored Pictures 


the Canadian Department of Na- 

tional Health & Welfare, Ottawa. 
a * ok 

Problems of Salaried Employee 

Cevered in N A M Package 

The National Association of 
Manufacturers is offering a new 
packaged program, including two 
sound slidefilms, on Satisfying the 
Salaried Employee. 

Pinpointing specific areas of 
salaried employee dissatisfaction 
and offering practical solutions to 
such problems as status, recogni- 
tion, compensation, communica- 
tions and supervision, the NAM 
package includes both visual aids 
and discussion materials which 
have been effectively used in over 
400 conferences. A two-year study 
was undertaken of these problems 
by industry leaders. 

Included in the package at a 
cost price of $22.50 are: a Con- 
ference Manual (leader’s guide); 
two color strip films (35mm) on 
Union Target for Today and Satis- 
fying the Salaried Employee, to- 
gether with two-sided records syn- 
chronized to the strips and two 
booklets, “Satisfying the Salaried 
Employee” and “Making an Audit 
of Salaried Personnel Practices.” 

Write the National Association 
of Manufacturers, 2 East 48th 
Street, New York 17, N. Y., for 
details and order data. a 

* ok + 
Biue Print Companies Tell 
Service Story in Slidefilm 

The International Association 
of Blue Print and Allied Indus- 
tries has recently begun distribu- 
tion of a 15-minute color and 
sound slidefilm, designed to help 
the IABPAI membership tell the 
story of its services to customers 
and public groups. 

Produced by Torkel Gundel & 
Associates, Chicago, with sound 
by CBS, Many Loves Has the Blue 
Printer relates the fable of an aver- 
age blue printer and his business 
services. 

Young Burt, the Blue Printer, 
with narration by Fahey Flynn, is 
seeking a wife. He meets Pricilla 
Jones in his hometown, Center- 
ville, U.S.A., but in order to 
marry his sweetheart he must first 
convince Pricilla’s father of the 
merits of the blue print industry. 

He explains that “blue prints 
are pictures of ideas for every- 
thing built, manufactured or fabri- 
cated and are the starting point 
where draftsmen put their ideas on 
paper to visually communicate for 
all of industry and commerce.” & 


BUSINESS 


TO YOUR 

SALES 
TRAINING 2. i..c 
PROGRAM 


FILMS 


Dartnell’s 
“DIRECTORY 
OF 
SALES 
TRAINING 
FILMS” 
Is Yours . . . FREE! 


rtnell has carefully developed a library 

outstanding sales training films that 

monstrate tested techniques of ad- 
anced salesmanship. As the nucleus of 
your next sales meeting, they can add 
interest and impact as well as profes- 
sional sales instruction. To help you select 
the right one for your meeting, we have 
prepared a 16-page illustrated Directory 
with all the facts you need — including 
rental and purchase costs. Send for your 
free copy, now! 


DARTNELL 


1801 LELAND AVENUE + CHICAGO 40, ILLINOIS 
“HEADQUARTERS FOR SALES TRAINING FILMS” 


MAIL COUPON TODAY 
Dartnell Corp. 


1801 Leland Avenue, Chicago 40, Illinois 


Gentlemen: Please send me a copy of 
Dartnell’s “Directory of Sales Training 
Films.” 


Name 
Company 


Address 


| 


City — = lS 
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WASHINGTON FILM COMMENTARY 


Despite Noteworthy Gains, Defense Education Is Too Little 
Defense: Extension of NDEA Expected toe Clear Congress 


CONGRESS reluctant to go 

along with Kennedy adminis- 
tration programs rejected com- 
promise efforts to save the rem- 
nants of aid-to-education legisla- 
tion in the closing days of August 
—and the Administration itself 
had little time for domestic crises 
as West Berlin and Soviet resump- 
tion of nuclear testing carried the 
West toward fateful days of over- 
riding importance. 

In the aftermath of education’s 
setback, the National Defense 
Education Act is expected to sur- 
vive with a one or two year ex- 
tension by both Houses antici- 
pated. Despite its many friends on 
the Hill and yeoman efforts by 
Secretary Ribicoff, Senator Wayne 
Morse and the National Education 
Association, the feeling was en- 
gendered that Defense Education 
has become much more general- 
ized than its original intent. 

Emphasis on the Academic 

Certainly the Act’s provisions 
have been stretched to cover a 
wide range of cultural and periph- 
eral needs in education and very 
little applied to original goals of 
improving the flow of scientific 
and_technical-minded—and_ well 
equipped young people into the 
laboratories, plants and facilities 
where they are needed. 

The absence of a single advisory 
committee from within either in- 
dustry or the aero-space and other 
military agencies involved was fur- 
ther highlighted by dozens of long- 
range projects for audio-visual “re- 
search” far beyond the nation’s 
defense needs. 


Aid Science, Language Study 

But, while it lasts, NDEA has 
served to get many U. S. schools 
better equipped with audio-visuals, 
to improve science instruction and 
language teaching. Perhaps, it was 
felt in Washington, this interim 
period will enable both the schools 
and the Office of Education to re- 


view progress made under the Act; 
to adjust sights where adjustment 
is needed. There’s another Con- 
gress going into session before too 
many months have elapsed! 


% o x 


150 in Training fer Nine 
Projects of the Peace Corps 

A scaled-down Peace Corps (at 
least from the standpoint of early 
astronomical numbers) has some 
450 earnest men and women in 
training Or en route to nine ap- 
proved overseas projects. The 
most numerous recruitment is for 
the 300 teaching assistants re- 
quested by the government of the 
Philippines to serve as educational 
aides in the islands’ elementary 
schools. 

The most practical and immedi- 
ate program was the recruitment 
of 20 surveyors, four geologists 
and four civil engineers for the 
training of young Tanganyikans to 
survey feeder roads in the agricul- 
tural areas of that African terri- 
tory. 

Bound for Schools and Farms 

In addition, 70 Peace Corps’ 
candidates are in training at the 
University of California for possi- 
ble secondary school assignments 
in Ghana; 12 volunteers are des- 
tined to help improve agricultural 
conditions on the overpopulated 
West Indian island of St. Lucia. 

The first Peace Corps’ project 
in Latin America was the assign- 
ment of 64 volunteers to commu- 
nity development projects in Co- 
lombia. And now the University 
of Notre Dame has contracted 
with the Corps to send 40 Corps- 
men and women to Chile this year 
to work in village development 
and teaching activities with the 
privately-sponsored Chilean Insti- 
tute for Rural Education. 

Educational classroom tasks 
carry through other assignments, 


(CONTINUED ON NEXT PAGE) 
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Why worry about details? 
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Laboratory Services 


Capital 


CAPITAL FILM LABORATORIES, INC. 
WASHINGTON 2, D.C. 


e PHONE LAWRENCE 6-4634 


e 1905 FAIRVIEW AVENUE, N.E. 


WASHINGTON: 
(CONTINUED FROM PAGE 21) 
such as the preparation (at Har- 
vard University) of some 45 
Peace Corps’ candidates for sec- 
ondary school teaching assign- 
ments in Nigeria. 

In Asia, 25 agricultural aides 
are to go to the Punjab State and 
the first of two Peace Corps proj- 
ects for East Pakistan entered the 
training stage on August 21 at the 
headquarters of The Experiment 
in International Living, Putney, 
Vermont. 

This project calls for 30 special- 
ized men and women in the fields 
of irrigation, farm production, 
town planning, medicine, sanita- 
tion, engineering, carpentry, brick- 
laying, youth work and communi- 
cation. 

A-V Aid to East Pakistan 

The first sign of any application 
of audio-visuals on an official basis 
within the field work of the Corps 
came into the East Pakistan proj- 
ect. A three-man visual aid team, 
working with visuals other than 
motion pictures (why?) were in- 
cluded within the requirements of 
this program. 

It is devoutly hoped that the 
existence in U. S. film libraries of 
several thousand excellent basic 
films and filmstrips, the simplicity 
of portable projection equipment 
and the success of these tools in 
some of the most backward areas 
in the world is not going to be 
overlooked as one of mankind’s 
most interesting experiments in co- 
operative education proceeds 
along its primary organization 
phases. a 

* * nd 
Gene Balsley Joins Staff 
of Oeveste Grandueci, Ine. 

Writer-producer Gene Balsley 
has joined the staff of Oeveste 
Granducci, Washington, D. C. A 
member of the Screen Directors 
International Guild, International 
Photographers of the Motion Pic- 
ture Industry, and Motion Picture 
Film Editors, Balsley has been 
associated with Vogue-Wright, 
Dallas Jones Productions, Inc., 
and the Fred Niles Communica- 
tion Center. 

He has written for theatrical re- 
lease, syndicated TV, as well as 
industrial films in many fields. In 
his new position, Balsley will have 
the opportunity for both writing 
and directing. Wy 

x * * 
Mary Tanham’s on Vacation 

Our regular Washington corre- 
spondent, Mary Tanham, returns 
in September after an extensive 
stay in Bermuda. Welcome home! 


WHAT CAN YOU 
DO TO IMPROVE 
EMPLOYEE 
COOPERATION? 


Train with Slidefilms 


You've appointed your supervisors. 
But how can you be sure that each 
is equipped with qualities that can 
inspire and develop cooperation 
among employees at all levels, to 
foster a high degree of efficiency 
both within—and between—depart- 
ments? 


“PROMOTING 
COOPERATION” 


is a slidefilm that not only defines 
the vital need for cultivating co- 
operation . . . it shows the tech- 
niques for maintaining cooperation 
among personnel for a smoothly 
meshed organization. One of a 
valuable series of eight sound film- 
strips: 


“SUPERVISOR TRAINING ON 
HUMAN RELATIONS” 


Write today for other 
titles in the series 
and details concerning 


a preview. 


Guided FILM Missiles 


ROCKET 


PICTURES 


6108 Santa Monica Boulevard 
Hollywood 38, California 
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Richard Lyford Productions 
produces a winner... 


on Anscochrome Type 242! 


Richard Lyford’s now famous “Boy With 
a Blindfold’’ produced for the Eye Bank is 
a superb achievement in color and in mo- 
tion picture technique. Mr. Lyford de- 
pended exclusively on 16mm _ Ansco- 
chrome® Professional Type 242 Film to 
achieve his outstanding results. 

Says Mr. Lyford, “Anscochrome Type 242 
gives me a natural color rendition and is 
unequaled for recording detail in shadows. 
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That is why I make Type 242 my standard 
motion picture color film.” 

Many other producers have turned to this 
superior low contrast professional color film 
for the picture quality that helps win 
awards . . . and new customers. 

Why not contact your local Ansco repre- 
sentative today for further information? 
Ansco, Binghamton, N. Y. A Division of 
General Aniline & Film Corporation. 


Ansco 





NOW... for 
Ektachrome 
users... 
ONE-DAY SERVICE 


on 16 mm 


COLOR 
PROCESSING 


Licensed by Kodak 


3¢ ft. 
6¢ ft. 


Chemical and 
sensitometric 
controls to rigid 
Kodak standards. 


EKTACHROME 
COMMERCIAL 


EKTACHROME 
ER FILMS 


TEXAS INDUSTRIAL 
FILM COMPANY 


2528 NORTH BLVD. 
JA 9-4377 


HOUSTON 


48 


HOURS 


Camera to 
Color Print 


Let us process your 

Ektachrome camera 

film, assemble it, 

make a 
COLOR (11¢) 
B&W (6¢) 
print with printed edge 
numbers, then ship to you 

within 48 hours after 
receipt of your original. 


Write for 
complete laboratory 
price list. 


Industrial Audio-Visual Exhibition 


Three-Day New York Pregram, Trade Show 


Opens at 


she 1961 Epition of the an- 
nual Industrial Film and A-V 
Exhibitions, whose entrepreneur is 
the hard-working Mr. Herbert 
Rosen, opens on Monday after- 
noon, October 9th, at New York’s 
plush Barbizon-Plaza Hotel, on 
Central Park South. Officially 
staged by Industrial Exhibitions, 
Inc., this year’s show will be 
opened by Graphic Varieties’ vice- 
president, Stanley Turtlelaub, who 
will talk on “Filmstrips as a 
Means of Communications in 
Sales Training.” 

This opening event will be fol- 
lowed by a related talk by the 
national sales executive for the 
Beseler Company’s “Salesmate” 
equipment. Bob Shoemaker will 
discuss the “Psychology of Selling 
With Audio-Visual Tools.” 

Jack Moss, an independent au- 
dio-visual consultant, winds up the 
first day’s proceedings with “How 
to Put Life Into Your Sales Meet- 
ings.” 

“Sound & Vision As a Tool” 

While exhibits of a-v equip- 
ment, accessories and program 
sources are a continuing feature of 
the Exhibition, this year’s theme 
promises to give greater emphasis 
to “Sound and Vision as a Tool.” 
A concurrent “International Festi- 
val of Films” is another program 
feature with awards promised for 


Barbizen-Plaza on October 9th 


Right: talks and 
film showings will 
be held in this 
deluxe theatre of 
the Barbizon on 
Central Park South. 


both producers and sponsors, 
agents and specialists involved in 
various techniques of selected pic- 
tures. 

The Tuesday, October 10th, 
afternoon program enlarges on 
film techniques with an Animation 
Workshop Session, arranged by 
the Animation Producers’ Associa- 
tion of New York and directed by 
its president, Lew Gifford. 


Three Workshop Programs 


The Workshop follows three 
main channels with “Animation: 
the Medium for Ideas” followed 
by “New Techniques in Anima- 
tion” and an open-end discussion 
forum. 

Ben Deutchman, Educational 
Director of Decca Records, fol- 
lows at 4 p.m. with a discussion 
of “Phonograph Records as Re- 
source Material for the Classroom 
Teacher” and the Metropolitan 
(N. Y.) Audio-Visual Association 
holds a workshop session on “The 
Psychology of Learning as Applied 
to Teaching Machines and Pro- 


grammed Learning” to wind up 
that afternoon program. 

A dinner session on Tuesday 
evening will be held by the Metro- 
politan Audio-Visual group with 
Diana Douglas, a Yonkers’ grade 
schoolteacher, speaking on “Pro- 
grammed Materials Adapted to 
Specific Needs in the Classroom.” 

The final Wednesday afternoon 
program events return to a busi- 
ness-industry oriented theme as 
Robert Grunwald, president of the 
Harwald Company, Evanston, Illi- 
nois, hosts a “Professional Film- 
Handling Workshop” which 
promises to offer new techniques 
for the evaluation of film perform- 
ance. 

Modern Talking Picture Service, 
Inc., account executive Dick 
Rogers, will speak at 3 p.m. on 
“The X-Y-Z’s of Film Distribu- 
tion.” 

An International Film Festival 
program, offering a selection of in- 
dustrial films and television com- 


(CONTINUED ON PAGE 26) 
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The Hallmark of 


CREATIVE SCREEN WRITING 


Since 1946, Guaranteed Acceptability 


Scripts by 


OEVESTE GRANDUCCI 


Inc. 


Washington, D.C. 


* EMerson 2-8200 
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Announcing 


the new ™)Aysitée] “PRO-GOO SPECIAL” 
...a lightweight companion to the popular “PRO-600” 


Auricon proudly presents the 

new “PRO-600 Special,” 

a lightweight companion to the 
famous “Pro-600,” now in use by 
Cameramen all over the world! 
The “Pro-600 Special,” like other 
precision Cameras in the Auricon 
line, is a superb professional 
picture-taking instrument, 
Self-Blimped and silent in operation. 
At a small extra cost for built-in 
Sound Equipment, it can even 
record Optical or Filmagnetic 
Single-System sound. The 
“Pro-600 Special” being driven 

by a true, synchronous motor 

is ideal for exacting Double-System 
sound recording as well. 


While the “Pro-600” is popular 

for Studio and occasional 

Newsreel operation, the new 
“Pro-600 Special” with its minimum 
weight and easy portability, is the 
perfect answer for heavy duty 
Newsreel and Documentary filming. 


Write for free 
“Pro-600 Special” 
Literature and 
prices. 
24 POUNDS 36 POUNDS 


HEART OF THE NEW “PRO-600 SPECIAL”’ NEW AURICON ALL-TRANSISTORIZED FILMAGNETIC 


The secret behind the light weight of the new “Pro-600 Special” is this newly New “all-weather” Amplifier, Model MA-11, can operate at the freezing South Pole 
developed Auricon Super-Silent Synchronous Soundrive. This precision motor or the broiling Sahara Desert, without affecting its temperature compensated 
has taken 6 years to perfect and is designed to meet the most exacting sound 14 transistor circuitry or frequency response of 50 to 12,000 cycles. Permanent 
recording requirements. internal rechargeable battery for complete portability, or A.C. operated when 
plugged into a 110 V. outlet. Weighs only 5 pounds. 
wa 


SHULL 


GUARANTEE 


All Auricon Equipment is 
sold with a 30-day money 
back Guarantee and a 
1 year Service Warranty 
You must be satisfied! 


joni) 


AURICON, FILMAGNETIC AND SOUNDRIVE ARE TRADEMARKS OF BACH AURICON, INC. 


WUUULAUULUUT 


LUUUUUUUT CULE 


S) 


<3) 2 sv LA BACH AURICON, Inc. 
=. . 6210 Romaine St., Hollywood 38, Calif. 


CiME-VOICE I AURICON PRO-600 AURICON SUPER-1200 HOutrwoopv 2-oOo2831 
100 ft. Runs 2% min 600 ft. Runs 1642 min 1200 ft. Runs 33 min 


AURICON...THE PROFESSIONAL CAMERA * STANDARD OF THE 16MM SOUND INDUSTRY SINCE 193! 
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PUTS BIG 
IN ON} 
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PHROW 


sSUHL SUPERWIDE 


re pla es 


LENS SYSTEM 
your present projector lens 
FOR FILMSTRIPS, 35MM., 2x 2, AND SUB-MINIATURE SLIDES 


t projectc 


eas 7) 


Available in | 1.5 2 


OFFER! WRITE DIRECT! 
BUHL OPTICAL COMPANY 


1010 Beech Avenue °* Pittsburgh 33, Pa 


Focal Lengths 


FREE TEST 


[BUHL | 





FALL FEATURES COMING 
“Films of the Year” a compen- 
dium of the year’s most honored 
sponsored motion pictures. 
“Whither Bound 8mm Sound?” 
A look at prints, equipment. 


IN BUSINESS SCREEN 
“Satellite Television” brings 
new audiences for factual films. 
“Production & Distribution Sur- 
vey”—facts and figures on the 
size, scope of the industry. 


and: The Annual Review of Film Production Services! 











offers the industry's 


most complete line of 
MARK 


PROJECTION and TRANSPORTATION TABLES 


Folding and Non-folding 
Models for 

Transportation by auto 
Classroom film projection 
Classroom television viewing 
Libraries—Churches 
University and institutional use 
Office supply carriers 
Photographers’ equipment 
Office machine demonstrations 


Wheelit designers, engineers and 
craftsmen have as their first 
objective the continued creation 
of the finest transportation and 
projection tables made. Sold 
throughout the world. Ask your 


dealer or write 
GRUBER PRODUCTS CO. * Toledo 6 


Oh 
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A-V EXHIBITION: 


(CONTINUED FROM PAGE 24) 


mercials, includes these names on 
a panel of judges: 

Helping reach final decisions on 
awards are Irving Gilman, Vice- 
President of the Institute for Moti- 
vational Research; Mrs. Jack 
Mogulescu, Chairman of the TV 
Committee of the United Parents’ 
Association (and a member of its 
Executive Council); Robert E. 
Smith, vice-president of Randall- 
Smith, Inc. (art director of the 
1939 New York World’s Fair); 
and Eli L. Levitan, a film director 
and consultant who authored the 
book on “Animation Art in the 
Commercial Film.” 

The Exhibition will be open 
daily from noon to 6 p.m., with 
the exception of the Tuesday eve- 
ning session when it will remain 
open until 8 p.m. for the conveni- 
ence of guests. Tickets and ex- 
hibit information are available 
from Industrial Exhibitions, Inc., 
17 East 45th Street, New York 
7,2 3: Lt 

ie * Of 
Broader Name, Objectives for 
Niles Communication Centers 


Fred Niles has announced a 
major change in the name and 
structure of his company, former- 
ly Fred A. Niles Productions, Inc., 
of Chicago and Hollywood. The 
organization is now known as the 
Fred Niles Communication Cen- 
ters of Chicago and Hollywood. 

“We have selected the Com- 
munication Center name to best 
summarize the scope of our ac- 
tivities,” Niles said. “The nature 
and character of our business have 
expanded and diversified since 
1958 when we acquired the Chi- 
cago film-making facilities former- 
ly owned by Kling. 

“We are no longer solely mo- 
tion picture producers,” he noted. 
“Motion picture production per 
se accounts for about 60% of our 
total volume. As we work with 
industries we are called upon to 
plan and produce full-scale busi- 


ucERs 
o? 


INC. @ FILM CENTER ® 630 NINTH AVENUE, NEW YORK 36, N.Y. 


ness programs for the entire mar- 
keting chain. Such a program may 
or may not include audio-visual 
materials, depending upon who is 
to be reached and the materials 
that can be provided for the estab- 
lished budget.” 

Niles also announced an inter- 
nal reorganization. A Plans Board 
to help develop large-scale busi- 
ness programs has been estab- 
lished. 

Norman C. Lindquist, sales vice 
president, heads the account super- 
visor staff and Len Owen, former 
marketing vice president of J. I. 
Case, is now vice president of the 
marketing division covering sales 
promotion and merchandising ac- 
tivities. 

Barrie O’Daniels, formerly 
Wilding’s industrial show vice 
president, is in charge of Business 
Theatre. 

In the past six months, Niles, 
whose new theme is “Planners 
and Producers of Business De- 
velopment Programs,” has created 
four Business Theatre presenta- 
tions. 

The firm recently established a 
West Coast Division at 650 N. 
Bronson in Hollywood. This op- 
eration will also be expanded to 
cover the increased scope of serv- 
ices. ig 

co * af 
Westrex in New Beverly Hills 
Bailding at 335 North Maple 


The Westrex Recording Equip- 
ment division of Litton Systems 
has moved to larger quarters in 
Beverly Hills, vacating the Holly- 
wood building it occupied for 25 
years. 

The new location at 335 North 
Maple Dr. is a 30,000-square-foot 
building adjoining headquarters of 
its parent corporation, Litton In- 
dustries, Inc. In the new Beverly 
Hills quarters, Westrex will have 
more manufacturing and develop- 
ment space. The company recently 
has expanded into development 
and production of recording equip- 
ment for industrial and military 
users. Wy 
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A-V CALENDAR: 1961 | 


September 13-15 

9th Annual Columbus Film Fes- | 

tival, Columbus, Ohio. Annual | 
Awards Dinner, Sept. 15. 


October 2-6 


SMPTE 90th Semiannual Con- 
vention, Lake Placid, N. Y. 


October 8-14 

Ist Annual Coronado Interna- 

tional Festival of Films. | 
Hotel del Coronado, Calif. Don | 
Larson, Director. Write: Cor- | 
onado International, P.O. Box 
396, Hotel del Coronado, Cor- 
onado 18, Calif. 


October 9-11 

Industrial Film & A-V_ Exhibi- 

tion, including annual exhib- 
its. Theme: “Sound & Vision as 
a Tool.” Barbizon-Plaza Hotel, 
Central Park South, New York 
City. Herbert Rosen, in charge 
of arrangements, 17 E. 45th St., 
New York 17, N. Y. 


October 16-20 
1961 National Safety Film Con- 
gress, Chicago, Ill. Awards to 
be given winners of Safety Film | 
Plaques. 


October 23-26 

Industrial Audio-Visual Asso- 
ciation, Annual Fall Meeting | 

(members only; guests by invi- 

tation). Hotel DuPont, Wil- 
mington, Del. Program chair- | 
Daniel Rochford, Room | 
2200, 30 Rockefeller Plaza, | 
New York 20, N. Y. } 


November 1-14 


5th San Francisco International | 
Film Festival, San Francisco, 
California. 


November 8-10 
Conference on 8mm Sound Film 
& Education at Teachers Col- 
lege, Columbia University, 
N.Y.C. Registration fee $40.00. 
Write Prof. Louis Forsdale, 
c/o Teachers College, Columbia 
Univ., 525 West 120th St., New 
York 27, N. Y. 

November 16-25 
International Festival of Tech- 


nical & Scientific Films, Buda- 
pest, Hungary. 


February 13, 1962 
International Broadcasting 
Awards, sponsored by _ the 
Hollywood (Calif.) Advertising 
Club. Write club at 6362 Holly- 
wood Blvd., Hollywood 28, Cal., 
for entry blanks. 


April 29-May 4, 1962 
SMPTE 91st Semiannual Con- 
vention, Ambassador Hotel, 
Los Angeles. 


Sales managers, personnel directors, safety experts and 
training counselors consistently choose RADIANT Ap- 
proved Quality Projection Screens over any other. These 
experts have learned through experience that they can 
always find the right RADIANT screen for every pro- 
jection requirement. And RADIANT Projection Screens 
are built to last . . . built to take heavy-duty usage. 


These are only some of the reasons why RADIANT 
Projection Screens are the overwhelming choice of pro- 
fessional men... and why more than 5 million 
RADIANT Screens are in use right now! 


RADIAN 


World’s Leading Specialists in Fine Screens 


8220 NORTH AUSTIN AVENUE ¢« MORTON GROVE. ILLINOIS 
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ENGINEERED FOR 
AUDIO-VISUAL USE 


® rugged screen 
frame 


e designed for 
long service life 


*heavy duty 
construction 


TO BETTER PROJECTION 


Based on our experience as the leading manufac- 

turer of projection screens we have published a 

comprehensive 40 page reference book that covers 

every phase of projection in depth. Write for your 
, free copy today. No obligation, of course. 


ANT MANUFACTURING CORP. + 8220 North Austin Avenue, Morton Grove, III. 
| NAME BS-861 
| ORGANIZATION 
| Your Position 
| Appress 
1 city ZONE STATE 
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REEL NEWS 
FOR 
FILM MEN! 


Certified Storage 
for 500,000,000 feet at 


BEKINS 
FILM SERVICE CENTER 


e Easy access! 
e Complete records! 
e Prompt delivery anywhere! 


Services provided include 


Distribution 
Inspection 
Grading & Cleaning 
. Repairing & Rejuvenation 
Scratch Removal 
Protective Coating 
Editing 
Commercial Insertion 
Storage 


Call Bekins today 
for Certified Service! 


———— 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland * Hollywood 38 
HO 9-8181 


“Variations on an Italian Theme” 
Winner of a Columbus Statuette Award 

Sponsor: Alitalia (Italian Airline). 

TiTLeE: Variations on an Italian Theme, 28 
min., color, produced by Carson Davidson. 
When Carson Davidson, a New York inde- 

pendent film producer, approached Alitalia 

with a rough treatment for a proposed film on 

Italy the airline officials agreed on most details 

but insisted that such slight evidences of com- 

mercialism as seemed evident in a very non- 
commercial film be expunged. 

So, here is a different airline film with hard- 
ly an airliner—an Italian film with no scenes 
of Rome. Variations on an Italian Theme is 
oriented Culturally several steps up the ladder 
from the standard travelog. The musical score 
is by Vivaldi, performed by I Musici, a well- 
known Italian string quartet, and about as long 
hair as it is possible to get. 

The picture is based on several little epi- 
sodes that might have happened to American 
travelers in Italy—if we all stretch our imagi- 
nations a bit. A girl on a bicycle meets a boy 
biker on a Val d’Aosta road, and they get 
happily lost together. A woman meets a little 
boy in Perugia and receives a gift. A lonely 
railway engineer in the Dolomites finds joy in 
a posy thrown by a little girl. A Venetian gon- 
dolier shows how to row a gondola with one 
Oar. 

These are simple and unpretentious little 
episodes. It is all blessed by truly excellent 
photography. Kit Davidson has a fine eye for 
the tasteful shot—and the patience to wait for 
the exact light he wants to preserve his care- 
fully contrived mood. 

Variations on an Italian Theme is distrib- 
uted to groups on free loan by Alitalia, 666 
Fifth Avenue, New York. 





Your film problems are OUR 
problems. Let us meet your 
schedule with our personal- 


ized service. 


yx QUALITY 
vw SERVICE 
yx SPEED 


We offer the film producer 
all these services under one 


roof. 


SUPERIOR CONTROL 
In Black & White and Color: 


16/35mm 


Reduction and Contact 
Printing 


Reversal Developing 
Editing and Conforming 
Cutting Rooms 

Edge Numbering 


A New Free Booklet is available that 
will be helpful in budget preparation 


and the handling of pre-print mate- 


33 W. 60 St., N.Y. 23, N.Y. 
COlumbus 5-2180 
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VANCOUVER 


Shell Unit, Mead Johnson 
Awarded Festival Diplomas 


—* Shell Oil Film Unit 
was commended for “the 
continued high calibre of pro- 
ductions” and a motion pic- 
ture from the United States, 
the Mead-Johnson-sponsored 
Hospital Maternity Care, pro- 
duced by Dynamic Films, Inc., 
received a Diploma for the 
best of Health, Welfare and 
Medical Films at the 1961 
Vancouver (Canada) _Inter- 
national Film Festival. 

The Revealing Eye, pro- 
duced by the Shell Film Unit, 
won the Vancouver Diploma 
as the best of Science & Agri- 
culture films; another Shell 
motion picture, Hold Back the 
Sea, produced by the Royal 
Dutch Shell Group in the 
Netherlands, won Honorable 
Mention in this class. 

Three Plaques Presented 

But with Festival emphasis 
on cultural, entertainment and 
general documentary subjects, 
there were only three Plaque 
winners at Vancouver. The 
first of these went to Film 
Polski, a Polish film company, 
for its short fictional film, 
Portrait of a Man, and another 
was presented to the Canadian 
Broadcasting Corporation for 
the documentary picture, 
Rickshaw, directed by Van- 
couver resident Alan King. 

The third plaque was a spe- 
cial award presented to Nor- 
man McLaren of Canada’s 
National Film Board for his 
experimental film, Lines Hori- 
zontal. 

The International Critics’ 
Jury Award went to the Ital- 
ian film, L’Avventura, chosen 
“for its visual eloquence and 
directional imagination.” 
Michelangelo Antonioni was 
the director honored. 


Japanese Anti-War Film 

The British film, Saturday 
Night and Sunday Morning, 
directed by Karel Reisz, was 
given honorable mention, and 
Japan’s Fires on the Plain was 
chosen by the Canadian Fed- 
eration of Film Societies “for 
its profound realization of the 
horrors of war and its equally 
profound realization of man’s 
ability to surmount war’s deg- 
radations.” 

21,501 attended the nu- 
merous showings during the 
(CONTINUED ON NEXT PAGE) 


THESE ARE SOME OF THE COMPANIES WHO HAVE SEEN FOR THEMSELVES 
HOW EFFECTIVELY THEIR VISUALSCOPE PRODUCTION WORKED FOR 
THEM. IF YOU WOULD LIKE TO SEE HOW A VISUALSCOPE PRODUCTION CAN 


WORK FOR YOUR COMPANY, CALL.... 


VISUALSCOPE INCORPORATED 


. MURRAY HILL 3-3513 


103 PARK AVENUE. NEW YORK 17. N Y 


MOTION PICTURES ...WIDE SCREEN FILMS ...FILMOGRAPHS ...VU-GRAPHS... PICTURE-RHYTHM 
SLIDE-MOTION ... SPECTACULARS ... SLIDEFILMS... SLIDES AND FLIPCHARTS. 
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REEL LIFE ADVENTURES AT CFI 


CFI is an adventure into matchless film processing — energized by men deep in talent and rich in 
experience. CFI attracts and holds the best men in the industry with standards that satisfy their 
craving for perfection. Result? They make a CFI career of it. They stay put. The 50 working execu- 
tives pictured here average an incredible 25 years in the film industry! They keep their minds on 
film processing so you can keep yours on film making! 






































£ CONSOLIDATED FILM INDUSTRIES 
< il 959 Seward Street, Hollywood 38, California * HOllywood 2-0881 + HOllywood 9-1441 
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two weeks of this Canadian 
festival program. In addition 
to the citation given England’s 
Shell Film Unit, special men- 
tion for their outstanding con- 
tributions to the field of the 
documentary film went to the 
National Film Board of Can- 
ada and to Great Britain’s 
BBC Television Service. 
Honorable mentions in the 
Health, Welfare and Medical 
Films’ group (which was 
swept by U. S. entries) also 
went to The Larynx and the 
Voice, produced by Hans von 
Leden, M.D., and There Is a 
Way, produced by Fred D. de 
Armond of Seattle’s Forde 
Motion Picture Productions. 


Stoney a Diploma Winner 


A final U. S. Diploma win- 
ner was George C. Stoney, 
whose film, Booked for Safe- 
keeping, was the Instructional 
film winner over Britain’s 
Tractor Sense, produced by 
the Central Office of Informa- 
tion, and Wealth in a Pond, a 
Pakistani film, sponsored by 
the Ministry of National Re- 
construction and Information 
of that country. Ny 
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Nutri-Bie Color Slidefilm 
Aids Distributors in Field 


One of the nation’s fast- 
growing makers of dietary 
supplements, Los Angeles’ 
burgeoning Nutri-Bio Corpo- 
ration, is supplying its distribu- 
tors with a new 22-minute 
color sound slidefilm that fea- 
tures film and TV star Bob 
Cummings and his attractive 
wife, Mary. 

Produced by the Frederick 
K. Rockett Company, Give 
Yourself a Break is a point- 
of-sale tool that has been 
made visually effective through 
the use of a new three-dimen- 
sional animation technique. 
Produced under the super- 
vision of Nutri-Bio’s vice- 
president, J. Harry Ebbert, it 
also presents Howard Hille- 
man, Chief of the company’s 
Research Staff. 

An interesting sidelight 
shown in the beginning of the 
film is Nutri-Bio’s Aerocar, 
piloted by Cummings. This 
new invention enables its 
owners to drive to the airport, 
make a few manipulations and 
fly away in the same vehicle. 
It’s a strong attention-getter 
(CONTINUED ON PAGE 55) 
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Columbus Presents 9th Annual Awards 


“Seconds for Survival” Among Statuette Winners as Nine Ohio Bell Entries 
Are Among 152 Pictures Selected by Greater Columbus Film Council Jurors 


OTION PICTURES sponsored by Amer- 
M ican Telephone & Telegraph Co. and 

its affiliates, the Western Electric Com- 
pany and Ohio Bell Telephone, swept nine 
awards at the 9th Annual Columbus (Ohio) 
Film Festival. One AT&T film, Seconds for 
Survival, was given the Festival’s top Award, 
the Chris Statuette, at annual banquet cere- 
monies which concluded the event on Friday 
evening, September 15th. 

Out of several hundred film and filmstrip 
entries, Columbus jurors nominated 152 mo- 
tion pictures and two filmstrips for finalist 
honors. All will receive Chris Certificate 
Awards. But only 14 motion pictures and the 
two strips were awarded the Chris Statuette 
from the Festival sponsor, the Greater Colum- 
bus Film Council. 


Films from Business Win 78 Awards 


78 Certificate winners were business-spon- 
sored motion pictures; 40 were produced by 
educational film companies for classroom use; 
13 originated among nonprofit groups such as 
the Girl Scouts of America (three awards) ; the 
National Education Association (three 
awards); the Greater New York Fund (two); 
Colonial Williamsburg (two); the Credit 
Union National Association; the National As- 
sociation for Mental Health; and the Young 
Women’s Christian Association (one each). 

National government film makers were high 
in the honors list with the U. S. Department of 
Agriculture winning eight Certificate Awards 
and two of these, The Forest and The Voice of 
the Forest, were presented Chris Statuettes. 
The National Film Board of Canada, a fre- 
quent award winner at such festivals, won four 
Certificates and its two filmstrip entries, 7i’- 
Jean et Les Bucherons and Cadet Rouselle 
were nominated for Chris Statuettes. 


Honors to Airlines, Steel Companies 


Other business film sponsors who received 
multiple awards from the Columbus jurors 
were: 

Pan American World Airways, with three 
awards for Strangers in Paradise and Counter 
Conflict (produced by Henry Strauss & Com- 
pany); Fishing in Ireland (produced by MPO 
Productions). Pan American Grace Airways 
was awarded the Chris Statuette for South 
America—Land of Contrasts, produced by 
Coleman Productions. 

The Republic Steel Corporation won a trio 
of awards for Stainless Steel—The Miracle 
Metal; The New World of Stainless Steel; and 
The System. All three were produced by Wild- 
ing, Inc. 

Bethlehem Steel won a pair of awards for 
This Is Steel and Vacuum Pouring for Better 
Forgings, produced by Audio Productions, Inc. 
Another dual award winner was the DuPont 


NUMBER 5 © VOLUME 22 ° 


1961 


Company which received honors for Step Out 
on Color (produced by Audio Productions) 
and for Unseen Harvesters, an MPO Produc- 
tion. Third winner of two awards was the Per- 
fect Circle Company which received Certifi- 
cates for Auto U.S. A. (produced by Dynamic 
Films, Inc.), and for the Case of the Slippery 
Oil, a Wilding, Inc., production. 

Aetna Life Affiliated Companies was the 
other triple winner. Certificate Awards were 
given Aetna for To See Ourselves, Outboard 
Outings, and Seconds to Safety. 

Nationwide Insurance Company was 
awarded two Certificates. The films, Fur-Lined 
Foxhole (produced by George Stoney) and a 
motion slidefilm, The War of 1861-1865 as 
Reported by Currier & Ives, won honors for 
this Ohio-based company. 

Lockheed Aircraft Corporation not only 
won a Chris Statuette for its Antarctica pro- 
duction Rendezvous 90° South, but also re- 
ceived a Certificate Award for Hercules and 
the Four Horsemen. 


Producers Shared These Multiple Awards 


Wilding, Inc., was the most-honored film 
producer at Columbus with a total of seven 
Certificate Awards but Audio Productions, 
Inc., with six Certificates and one Statuette 
also carried high honors. 

Dynamic Films, Inc., was another winner of 
six Certificate Awards and MPO Productions, 
Inc., with five and Henry Strauss & Company 
with four awards were among the leaders. Bay 
State Film Productions, Inc., Centron Produc- 
tions and Mehring Productions each had three 
films in the award-winners’ circle. 

Other multiple award-winners at Columbus 
from the film production field were Austin 
Productions (two); Jerry Fairbanks Produc- 
tions of California (two); George Stoney, Inc. 
(two); Morton Goldscholl Associates (two); 
and Frederick K. Rockett (two). 


Three Win Statuettes in Travel Group 


Three of the Chris Statuette awards went to 
films which the jurors classified as “Travel— 
U.S. and Abroad.” Two of these were certain- 
ly in that vein as top honors went to Harry 
Coleman’s striking color picture, South Amer- 
ica—Land of Contrasts, made for the Pan 
American Grace Airways and the other airline 
winner was Alitalia’s (Italian Airlines) Varia- 
tions on an Italian Theme, produced by Carson 
Davidson. 

The third of these Statuette awards went to 
a widely-honored motion picture, Frontiers, 
produced by Dick Durrance Films for the First 
Security Corporation (see BUSINESS SCREEN, 
No. 2, 1961). A CINE selection for overseas 
festivals, it was also shown at the Turin (Italy) 
Festival and was the First Award winner (on a 


(CONTINUED ON PAGE SIXTY-EIGHT) 


Chris Statuette Winners 


16 Chris Statuettes, the highest award 
of the Columbus Film Council, were 
given these films and filmstrips: 


Travel: U. S. and Abroad 
Alitalia (Italian Airlines) 
“Variations on an Italian Theme” 
Carson-Davidson Productions—Producer 
* a of 
First Security Corporation 
for “Frontiers” 

Dick Durrance Films—Producer 
ok ok ok 
Pan American Grace Airways 
“South America—Land of Contrasts” 
Coleman Productions—Producer 


Special Fields 


Lockheed Aircraft Corporation 
for “Rendezvous 90° South” 


Business and Industry 


British Petroleum, Ltd. 
for “Giuseppina” 


Health and Mental Health 


National Assn. for Mental Health 
for “Booked for Safekeeping” 
George C. Stoney, Inc.—Producer 
* x * 

Television Station WBNS-TV 
for “Veil of Shadows” 


Information and Education 


American Telephone & Telegraph Co. 
for: “Seconds for Survival” 
Audio Productions, Inc.—Producer 
or ok * 

American Textbook Publishers Assn. 
for: “Into the Known” 
Richard Lyford—Producer 
* * 2K 
Atlantis Productions, Inc. 
for “African Girl—Malobi” 

* * * 

Coronet Films, for 
“The White House, Past & Present” 
ok cd ae 
Film Associates of California 
for “Los Tres Osos” 
oe a * 

U. S. Department of Agriculture 
for: “The Forest” and 
“The Voice of the Forest” 


Two Awards for Filmstrips 


National Film Board of Canada 
for “Ti’Jean et Les Bucherons” and 
for “Cadet Rouselle” 





Fast-moving action scenes 

from TIME’s information center 
sound slidefilm show change 
with split-second rapidity; 

gain maximum attention. 


Consumer Publications Make 
Effective Use of the Screen 


PROJECTING THE IMAGERY of readership, format and design, of 
market prediction and a myriad of subjects that reflect to 
advertisers and advertising agency viewers their special, often 
subtle, differences, leading consumer magazine publishers are 
taking full advantage of sight /sound for presentations. 

As Business SCREEN has noted, “nothing does this kind of 
job better than film—nothing can involve the viewer more, 
nothing can involve more important space buyers in that one 
perfect sales pitch better than a well-made film.” 


TIME Presents a Fast-Moving Slidefilm 


Manhattan 

attraction is the new 
reception and information center 
in the Time-Life building across 
the street from Radio City Music 
Hall. On display here are striking 
murals, models and big displays 
based on TIME covers. 

One important display in the 
center of the room houses—from 
time to time—a short three-minute 
sound slidefilm which tells—suc- 
cinctly—the story of TIME Maga- 
zine 


A F AS T-GROWING 
d tourist 


Needed a “Stand-Out” Show 


TiME came to Elektra Film 
Studios when the new center was 
about to open—wanted a filmstrip 
that would do a thorough informa- 
tional job for TIME in this dis- 
play, yet stand out in direct com- 
petition with other more flam- 
boyant aspects of the room. 

The film had to withstand these 
viewing conditions: it had to be 
viewed in a brightly lit room by 
passing, standing audiences; and 
it had to be heard on hand-held 
telephone receivers, not on a loud- 
speaker 

Elektra was given a great deal 
of leeway to experiment with dif- 
ferent techniques. Production staff 
searched for a form of presenta- 
tion that would reflect the pace of 
rimMeE—<dynamic, energetic, fast- 
moving and kaleidoscopic. A basic 
conclusion was that it had to move 
fast, above all else—yet traditional 
slidefilm presentation is often 


limited and slowed by the me- 
chanics of change from frame to 
frame. 

DuKane Met Speed Requirement 

After days of pushing the but- 
tons on dozens of equipment 
models, Elektra found a maximum 
speed of change consistent with 
good picture quality in the Du- 
Kane “Auditorium” slidefilm pro- 
jector. 

As it has been developed, the 
TIME filmstrip is a revolutionary 
approach to the medium. It does 
such things as popping on and off 
ten TIME covers in 31% seconds. It 
is consistently capable of bursts of 
three changes per second. Of 
course, not all the film moves so 
rapidly, but it shows that amidst 
a basic treatment of solid informa- 
tion the rapid movement and 
quick change is in sharp contrast 
and attention-getting. 

Two-Channel Tape Sound 

Sound for the Time filmstrip 
was recorded on two-channel tape, 
played back in the display by a 
Playmatic cartridge machine. Nar- 
ration, music and effects are on 
one channel while the other was 
used for the high-frequency chang- 
ing impulses. 

The film has been playing in the 
reception room most successfully 
for several months. It has been 
cited as an outstanding example of 
the far-out filmstrip genre (at the 
American Film Festival) and has 
won several other awards. Le 


“Revolution by Design™ 


Unveils New Post Format 


N” BY FILM ALONE, but with 
artful, big-screen visualiza- 
tions set in the framework of ef- 
fective staging, the SATURDAY 
EVENING Post took to the road 
in mid-August for three weeks of 
cross-country presentation of 
“Revolution by Design,” story of 
the Post’s completely new format. 

As before, its principal person- 
ality (he wrote, directed and 
staged the show) is promotion 
chief Bob Hills. The Hills’ presen- 
tation, backed by some of the 
East’s most capable studio people, 
is billed as “probably the most 
elaborate one-man _ production 
ever staged in magazine history” 

and who’s going to refute that? 

Certainly not the top advertis- 
ing men who attended the pre- 
miere performance in Manhattan 
on August 14. A picture story of 
the Post show is “on-stream” for 
the next issue. 


cd ok * 


Magazines and Their Films 


TIME is showing fast-moving 
filmstrips and motion pictures but 
FORTUNE is booking some of the 
most-popular sales meeting film 
fare now available. Fortune 
Films broad-gauged film produc- 
tion program lately added The 
Computer Comes to Marketing 
(Wilding, Inc.) and has done 
some effective pictures on other 
aspects of domestic and foreign 
market opportunities in the Sixties. 

Fawcett knows the value of the 
film medium and has supported 
members of its publication family 
with highly-viewable recent pro- 
ductions. Their film, Me, was 
one of the year’s best in the 
Fawcett library. 

READER’s DiGesT is not only 
active in consumer t.v. program- 
ming; there’s its recent Dayton 
Printing film (U. S. Productions ) 
for the media buyer. HOLIDAY 
used the same producer for Good 
Writing last year and the Curtis’ 
magazine family has widely publi- 
cized THE LapiEs HOME JOURNAL 
with filmographs like Jnvolvement 
(Visualscope, Inc.). 

A fast-growing book, U. S. 
News & Wor.p Report, told its 
media story in the Transfilm pro- 
duction, Signs of the Times. The 
U. S. Chamber of Commerce pub- 
lication, NATION’S BUSINESS, was 
a slidefilm user with The Whole 
Nation’s Business. BUSINESS 
WEEK audio-visual presentations 
have been widely-shown. we 
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REDBOOK 


presents a 17-minute visit 
with some “young adults” 


py Sonoee MAGAZINE believed 

that media buyers ought to 
meet some of its actual readers so 
they invited a random sampling of 
45 of them to take part in a 17- 
minute “interview” film. The re- 
sult is a new 16mm sound motion 
picture, Redbook’s Young Adults 
—How They Live. 

Some nineteen reels were re- 
corded on the New Jersey film 
studio sets where these lady sub- 
scribers discussed their lives, their 
problems and their plans. High- 
lights of these spontaneous, off- 
camera reader discussions were 
later combined with actual dialogue 
recorded as the cameras rolled. 

To make its reader-guests feel 
at home, shooting was done on 
sets built around young family liv- 
ing situations. But there was no 
prompting, no script and no re- 
hearsals. The only “commercials” 
in the picture are editorial pages 
taken from recent issues of RED- 
BOOK and flashed on the screen. 

Hoping that prospective adver- 
tisers will come away from screen- 
ings with the feeling of having con- 
versed with its Young Adult mar- 
ket, the magazine’s promotion 
people feel rewarded for their 
efforts. For one thing, several 
basic themes kept repeating them- 
selves, do much to justify the 
Young Adult market story. There 
were also numerous spontaneous 
reader statements that were real 
promotion “gems.” 

One of these quotes: “‘we’re the 
type of people who aren’t satis- 
fied with the status quo,” was used 
as the lead for a 24-page promo- 
tion booklet distributed to media 
men at film showings. This booklet, 
which picks up quotes from the film 
and analyses them in terms of a 
buying market, more than com- 
pensates for the complete absence 
of competitive media charts in the 
17-minute film. 

Untrained voices and unplanned 
conversations make this kind of 
picture an uncertain proposition 
. . . but it has been turned to ad- 
vantage in this instance with candid 
realism . . . real people and their 
true personalities . . . come through 
clearly. It leaves the viewer—the 
prospective advertiser — with the 
feeling of having conversed with 
REDBOOK market. ° 
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Redbook’s Young Adults on stage: eight “young marrieds” take part in spontaneous, unrehearsed 
conversations that are the essence of the magazine’s new 17-minute promotional film. 
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“Ideas Inside” for Magazine Advertisers 


4 Ka MAGAZINE Advertising 

Bureau of the Magazine Pub- 
lishers Association, in cooperation 
with the Association of National 
Advertisers, has combined an ex- 
citing prologue motion picture, 
Ideas Inside, with three depth-dis- 
cussion panel programs to help 
stimulate the increased use of 
magazine advertising. 

The panels, each 20 minutes in 
length, were part of this Wilding, 
Inc. — produced “package” and 
were made in the “Communi- 
Cam” process with TV cameras 
recording simultaneously on Video- 
tape and with kinescopes to film. 


Ideas on Film, produced by 
Wheaton Gallentine under the di- 
rection of Wilding’s Mel London 
is a highly-creative, visually ex- 
citing color visualization of maga- 
zines as “idea originators whose 
dynamic impact moves people and 
merchandise.” It is 10 minutes in 
length. 

The three Communi-Cam panel 
discussion films (outlined in the 
chart below) cover their special 
fields in detail to provide fare in 
depth for top level advertising 
management, advertising agencies, 
sales and merchandising staffs. 

The entire program is fortified 


by related materials such as a four- 
fold mailing piece (in quantity); a 
sixteen page two-color booklet (re- 
viewing the content of the film 
package) and an eight-page book- 
let covering meeting ideas to be 
enclosed with each film shipment. 
All were created and produced by 
Wilding, Inc. Personalized versions 
of the film may also be made. * 





“IDEAS INSIDE *1” 


PROLOGUE IN FULL COLOR 
Pius Panel: “PACKAGE GOODS” 


F000 
Henry J. Eavey, President 
Henry J. Eavey Inc., Richmond, indiana 


Joseph Sullivan, Grocery Buyer 
Stop & Shop Inc., Boston 10, Massachusetts 


ORUGS 
Phil Small, Chairman of The Board 
Park View Drug, Kansas City, Missouri 


Ches. B. Larsen, President 
Cunningham Drug Store, Inc. 
Detroit, Michigan 

LIQUOR 

E. F. O'Connor, Sales Promotion Manager 
Churchill Ltd., Baltimore, Maryland 





“IDEAS INSIDE *2” 


PROLOGUE IN FULL COLOR 
Plus Panel: “SELECTIVE SELLING” 


AUTOMOBILES 
E. J. Ribakoff, Treasurer 
Harr Motor Company, Worcester, Massachusetts 


BUILDING MATERIALS 

Robert Knecht, President 
Knecht Lumber Company 
Rapid City, South Dakota 


TIRES 
Milton Kramer, President 
Kramer Tire Co. inc., Norfolk, Virginia 


INSURANCE 

Charles F. Anchell, 

New York Life Insurance Company 
New York, New York 


TRAVEL 
Miss Terri Pollack, Vice President 
Traveltyme Tours Inc., New York, New York 











“IDEAS INSIDE *3” 


PROLOGUE IN FULL COLOR 
Pius Panel: “SPECIALTY OUTLETS” 


HOME FURNISHINGS 
Herbert T. Anderson, Vice President 
Paine Furniture Store, Boston, Massachusetts 


CAMERAS-SPORTING GOODS 
W. D. Morrow, Partner 
James Lett Co. 

Harrisburg, Pennsylvania 


APPLIANCES 

Thomas F. Joyce, President 
Ravmond Rosen & Co. 
Philadelphia, Pennsylvania 


APPAREL 
Samuel J. Cohen, Sales Promotion Director 
Lit Brothers, Philadelphia, Pennsylvania 
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A unique 
film package 
on 

Steel making 


United States Steel, through its five Film 
Distribution Centers across the country, 
is offering makers and marketers of 

all types of steel products, a “package” 
program of color and sound motion 
pictures to aid their sales activities, 

for internal training—and to use 

in community relations programs. 

Three titles provide a virtual screen 
“encyclopaedia” that covers the history, 


production and use of this basic metal. 


Three new (iss) motion pictures for 


selling ... training... community relations 
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STEEL 




















THE MAKING, SHAPING 
AND . 
TREATING OF STEEL 


HIS COLORFUL SERIES of outstanding 

motion pictures, now available to serve 
American industry wherever appropriate to its 
needs, is part of U. S. Steel’s continuing pro- 
gram to help create among the American public 
a better understanding of the important role 
that steel plays in everyday life—and to help 
build a greater preference for steel products. 


Rhapsody of Steel 


vx One of the most-honored of contemporary 
American business films, Rhapsody of Steel is 
appropriately the first picture in this program. 
Produced by John Sutherland Productions (as 
were other films in the series), it features the 
art direction of Eyvind Earle and original music 
composed by Dimitri Tiomkin. 

This 23-minute Technicolor film opens on 
the hushed world of 50,000 years ago. A me- 
teor the size of a mountain top crashes down 
from space into the quiet prehistoric world, 
bringing iron to man. 

The film moves through historic episodes 
from the discovery of smelting iron from ore 
and charcoal to the first production of steel in 
India about 500 B. C. Each period is depicted 
in its Own contemporary art style. For ex- 
ample, one colorful sequence shows Persian 
traders bartering for the fabled Damascus 
steel sword, worth its weight in gold. 

By mid-19th Century, steel is mass-produced 
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for the first time and the Steel Age is born. 
Today, mountains of iron ore and other raw 
materials are formed into the myriad-shaped 
products of steel that fashion our 20th Cen- 
tury civilization. 

Rhapsody of Steel ends as the first Astro- 
nauts leave Earth in a space ship made of steel 
—to explore the birthplace of this “treasure 
from outer space.” 


Modern Steel Making 


¥% Technicolor photography, animation and 
on-the-scene sounds help to make vividly clear 
the basic story of Modern Steel Making to 
viewers of this 23-minute motion picture. 

Operations in the open hearth and electric 
furnaces, various testing procedures, rolling 
and countless uses of steel for today’s auto- 
mobiles, buildings and household appliances 
are graphically portrayed. Skip cars move 
swiftly up a conveyor system, carrying iron 
ore, coke and limestone into the huge mixing 
pot, the blast furnace. These ingredients, gath- 
ered from around the world, are superheated 
and eventually begin the step-by-step process 
that ends with white hot iron. 

Animation illustrates in detail the opera- 
tions inside the blast and open hearth fur- 
naces. An imaginative scene shows the rolling 
of ingots into blooms or slabs, and the end 
products into which they are made. The film 
also presents research techniques used to make 
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sure that each steel being made meets the 
customer’s exact requirements. 

Camera close-ups in Modern Steel Making 
show troughs of bubbling, molten iron; anima- 
tion “takes the top off” the furnaces; sound 
tracks capture the roar of steel as it pours 
into immense ladles. 


The Making, Shaping and 
Treating of Steel 


vw This third part of U. S. Steel’s inclusive 
“package” film program comprises a series of 
six separate color motion pictures that cover 
important steel making processes. 

This series is more detailed than Modern 
Steel Making and is intended for audiences 
who, either through special interest, training 
or education, want to know considerably more 
about steel. These films are ideal, for example, 
for colleges, technical and high school science 
classes—and for employee training programs. 
Each is a complete subject in itself and can be 
shown separately. The subjects may be booked 
separately or as a set. 

Titles (and running time) of each reel are: 
The Blast Furnace (7%2.minutes); The Open 
Hearth Furnace (7 minutes); The Electric Arc 
Furnace (7 minutes); Semi-Finished Steel (8 
minutes); Hot-Rolling of Steel Sheets (7 min- 
utes); and The Chemistry of Iron and Steel 
(14 minutes). 


THE MAKING, SHAPING 
AND 
is Nil, cme) me i338 


1961 


How to Obtain These Films 


vx Together with Rhapsody of Steel and 
Modern Steel Making, this packaged program 
offers a unique opportunity for use in a num- 
ber of ways by business and industry. All 
films are available for loan without charge 
from U. S. Steel Film Distribution Centers. 
These are conveniently located at Fairfield, 
Alabama (Birmingham area); in Chicago, c/o 
U. S. Steel at 208 S. LaSalle St., Chicago 90; 
in the East, c/o U. S. Steel, 71 Broadway, 
New York 6 or c/o U. S. Steel, 525 William 
Penn Place, Pittsburgh 30; and in the West, 
c/o U. S. Steel, 120 Montgomery St., San 
Francisco 6, California. ° 








Mead Johnson's 


Picture of Hospital 


Maternity Care: 
Family-Centered 


Sponsor: Mead Johnson & Com- 
pany. 

TITLE: Hospital Maternity Care: 
Family-Centered, 28 min., b/w, 
produced by Dynamic Films, 
Inc. 


This film portrays an experi- 
ment in maternity care which is 
being conducted in the obstetrical 
division of St. Mary’s Hospital, 
Evansville, Indiana. It describes a 
system in which family-centered 
maternity care has replaced tradi- 
tional, conventional maternity 
care. For the past four and a half 
years St. Mary’s staff and admin- 
istration have worked under the 
new plan and have much to report 
on its effectiveness. 

In conventional care, the film 
states, maternity is treated almost 
as a sickness; the emphasis is sole- 
ly on safe delivery and the physi- 
cal needs of mother and infant. 
The family-centered plan _ sees 
childbirth as a normal, natural 
biological process. It takes into 
full consideration the conventional 
physical care for the patients but 
much more more as well. It is this 
“much more” that is the story of 
St. Mary’s. 

The film explains that conven- 
tional care evolved from efforts to 
reduce the effects of communica- 
ble diseases on mother and child 
—so extensive a century ago. It 
entails such practices as a central 


glassed-in nursery, severe restric- 
tions on visitors, non-contact be- 
tween infants and mothers and 
infants and fathers. St. Mary’s has 
small nurseries, long visiting hours 
for fathers, and a home-like at- 
mosphere for the whole family 
before and after delivery. 

Introducing the new plan at St. 
Mary’s wasn’t easy: nurses com- 
plained at first that they’d have to 
play “nursemaid” to fathers in 
addition to so many other duties; 
doctors were afraid of the in- 
creased possibility of infection; 
administrators were concerned 
with costs rising under the new 
plan; and even the mothers 
doubted whether husbands would 
really be helpful in such situations 
as labor—‘my husband would 
probably faint,” said one. 

The fears of change were deep- 
rooted. But gradually almost 
everyone at St. Mary’s came to 
respect the new system. Sister 
Mary, a nurse: “We learned to 
respect the mother, to knock at 
her door, not just walk in as 
nurses are prone to do, but ask 
‘am. | welcome, may we help you?’ 
We learned to recognize that each 
was an individual with individual 
needs and fears. We learned to 
shed production line methods. We 
learned to explain—‘we take your 
blood for this and this reason; 
this is what is happening to you 
(CONTINUED ON PAGE 66) 


Skillfully-lensed scenes within “Hospital Maternity Care” were brought 
to the screen by cameraman Andrew Costikyan and his assistants. 
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Symbol of modern oil production: helicopters 
probe future fields, help maintain pipelines. 


THIS IS STANDARD OIL 


One of Industry's Significant New Pictures Is Showing 


Standard’s Employees the Full Story oi Their Company 


HE EMPLOYEE FAMILY 

of the Standard Oil Com- 

pany (Indiana) and its sub- 
sidiaries has been viewing the “big 
picture” of their recently stream- 
lined corporate parent, learning 
with the thoroughness of detail 
and scope which only a motion 
picture like this could embrace, 
every aspect of organization and 
operation from exploration to mar- 
keting and beyond. 

This Is Standard Oil (84 min- 
utes, color) would be a “long” 
picture by average standards and 
it had to encompass a vast amount 
of material—but winds up on the 
screen as one of the shortest, most 
definitive studies ever filmed of a 
major U. S. company and its 
operations in the oil industry. 

Parthenon Pictures produced 
this film in 16mm _ Ektachrome 
color. Although largely shot on 
location in the U. S. and world- 
wide, it contains many interior 
sequences filmed in board rooms, 
processing, control operations, 
etc. As an example of film produc- 
tion technique, its adroit use of 
the latest in portable lighting 


| equipment and high-speed color 


films exemplifies how the field of 


| the film documentarian has ex- 
| panded. 


The cameras move swiftly— 
never losing the clarity of the total 
message—through sequences from 
Board Room to the ficld—cover- 
ing 41 states from coast-to-coast— 
into sagebrush hills for exploration 
and pipeline stations, control 
rooms, atop refinery towers and 
aloft in whirring helicopters. Cam- 
eras tour Canada, Europe, the 
Middle East and the Argentine, 
always accenting the faces of the 


men and women who are linked 
together through these globe-gir- 
dling images. 

Top management of Standard 
had a basic need for this picture. 
“The Big Step” has been widely 
publicized to the consumer as the 
American Oil Company recently 
emerged as Standard’s single, na- 
tionwide manufacturing, transport 
and marketing subsidiary. 

Other important steps had been 
taken to define specific areas of 
responsibility among subsidiaries: 
Pan American Petroleum Corpora- 
tion now integrates exploration, 
drilling and petroleum production; 
Indiana Oil Purchasing Company 
insures crude supplies to refineries, 
sells or trades excess production; 
Service Pipeline Company inte- 
grates crude pipeline transporta- 
tion; Amoco Trading Corporation 
has broad international responsi- 
bilities; Tuloma Gas Products mar- 
kets liquefied petroleum gas and 
natural gasoline. And, finally, 
Amoco Chemicals Corporation 
manufactures and markets re- 
search-developed petroleum prod- 
ucts. 

Thus, within each inter-related 
and interdependent company, 
thousands of people had to know 
the whole picture. Top manage- 
ment, headed by president John 
Swearingen, set out to tell them 
earlier this year, face-to-face 
whenever humanly possible. Now, 
their efforts are fortified by This 
Is Standard Oil, as empioyees and 
members of their families are be- 
ing united toward a common goal 
through the medium of the screen. 

President Swearingen, filmed in 


(CONTINUED ON NEXT PAGE) 
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This Is Standard Oil: 


Man against nature: the arduous work of oil drilling crews is memorably told in the film. 


— 7. An INI 199 
PREFACE TO A “BIG STEP 
(CONTINUED FROM THE PRECEDING PAGE) 
the company’s Chicago board room, makes 
that objective vividly clear from the outset: 

“We are going to grow nationally 
going to grow internationally . . . and grow in 
the nature of our products as the new age 
requires. And the key to this growth is one 
simple fundamental: more sales!” 

As the picture develops its theme, the ob- 
jective becomes three-fold for employees: to 
be customer-minded; profit-minded and Stand- 
ard-minded 

The reality of the Chicago board room 
dissolves to another, symbolic “board of direc- 
tors” session which Mr. Swearingen describes 
as “infinitely more powerful, with the power 
of final approval or veto of every decision we 
make, every action we take. This board is in 
constant meeting . making the millions of 
decisions which total up to approval or dis- 
approval of what the company, and all of us 
connected with it, are doing.” 

The film dissolves to a glimpse of this 
“board” as the motorist, taxi-driver, fleet man- 
ager, housewife, farmer, trucker, airline pilot 
and manufacturer all sit in judgment. Its 
youngest member, a 3-year-old, “is the cus- 
tomer our product research men must be ready 
for in 1980—and why we explore for new 
reserves in a time of temporary oversupply.” 

The nation’s second largest domestic refiner 
and marketer of petroleum products is keenly 
aware of the highly-competitive state of the 
oil business. And it aims to keep its people 
profit-minded to take care of growth, to at- 
tract investment to expand its plant and to 
keep it up to date. 

As This Is Standard Oil points up: “We have 


we're 





been a collection of assorted regional entities, 
but in the new era, we will have to be one 
outfit, one team, realizing our interdependence 
and working together toward our shared ob- 
jective. In short, all of us, in whatever we do, 
must from now on be Standard-minded.” 

Sequences move, in logical progression, 
through the operating functions of each cor- 
porate member. Exploration scenes embrace 
the new role of the helicopter. Air-transported 
portable seismic-recording equipment opens up 
hitherto inaccessible areas. The work of Pan 
American continues in shots of improved 
drilling techniques, tubingless completions and 
of the significant Standard-family contribution 
to the industry—hydraulic fracturing which 
breaks open underground formations to in- 
crease oil flow. 

Oil is the only big industry to create and 
build its own transportation system. It had to. 
In the Standard of Indiana family, the crude 
pipelines are the responsibility of Service Pipe- 
line Company, headquartered in Tulsa and 


operating some 16,000 miles of line as a com- 
mon carrier. 

Purchasing is a key phase. Nobody has to 
tell Indiana Oil Purchasing to be “customer- 
minded,” not with 300,000 barrels of crude 
to sell outside the company every day of the 
year. Standard’s “oil exchange” buys the crude 
produced by Pan-Am and by independent 
operators. It’s the job of this subsidiary to 
keep the pipelines full and to keep the refineries 
supplied with the right kind of oil at the right 
time at the right places. 

Largest member of the reorganized cor- 
porate family, American Oil headquarters in 
Chicago but operates nationally. Its primary 
tasks begin with manufacturing . in the 
refineries at Whiting and Texas City and 
other places . . . where new and modernized 
facilities (like the largest pipe still in the world 
at Whiting) turn the crude into customer- 
dictated products. 

Helping maintain its position as the second 
largest refining capacity in the U. S. are de- 
velopments like the new 30,000 BPD fluid cat 
cracker at Wood River; like today’s computer 
programming operations in the refineries. 
Flexibility is a vital ingredient. Yesterday’s 
orphan, kerosene, is one of the industry’s 
fastest-growing products. As a jet fuel—a 
single Boeing 707 burns 2,400 gallons an 
hour—kerosene sales are expected to increase 
21% over 1960! 

These are the basic elements of Standard’s 
“big picture” as it moves into the tremendous 
challenges facing “process research” and its 
work on new lubricants, isomerization catalyst 
and the use of radioactive isotopes. Supply 
and transportation sequences give way to the 
business of marketing and immense benefits 
gained from a national promotion and selling 
organization as the company markets today in 
all 48 states under the brand names: American 
and Standard. 

A picture could be devoted to growth pat- 
terns laid down by “The Big Step” and in fact 
one has been done for the selling organization. 
This Is Standard Oil does it concisely as it 
pictures the inter-relation of these potentiali- 
ties in the U. S. and abroad. 

It took 11 months from script assignment 
to that first big showing in Chicago’s Mc- 
Cormick Place auditorium where 5,000 head- 
quarters’ employees and their families pre- 
miered the film. At one time, eight camera 
crews were in the field simultaneously. The 
“big picture” was written and produced by 
Parthenon’s Charles (Cap) Palmer and the 
“credits” owing those who “made it possible” 
would take another reel. 

Of these, Don Campbell, head of Standard’s 
p. r. department, aided by H. H. Hardy, were 
the sponsor’s very cooperative representatives. 
The picture has no “public” future, as such, 
but prints are destined to go to university 
schools of business administration when em- 
ployee showings have been completed. The 
complete film will also prove invaluable to the 
company for indoctrinating new employees. 

By the nature of what this film honestly 
shows, the goals and thoughts of Standard’s 
management, the scope of its services, This Is 
—not only—Standard Oil. It is truly a great 
exposition of the American business system. §& 
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HE BUILDERS of today’s extremely 
precise weapons systems are facing up 
to a constant goal: maximum reliability. 
This common challenge and objective is 
fundamental in this “pushbutton era” where 
the complexity and cost of modern weapons 
systems involve both free world security and 
the national economy. Thus, employee train- 
ing, orientation and motivation goals, achieved 
through all effective means of communication 
possible, are directed toward “achieving the 
highest possible quality of workmanship.” 
That is the basic factor guiding year-long 
experimentation with closed-circuit television 
conducted by the Motion Picture Department 


. as viewers saw and heard their president. 


of Autonetics, one of the six major divisions 
of North American Aviation, Inc. 

Autonetics, as a prime contractor in the 
electro-mechanical field, supplies inertial 
guidance and control systems for Minuteman 
and Hound Dog missiles; inertial navigation 
installations for Polaris submarines (it was 
an Autonetics’ system that brought the Nauti- 
lus to the North Pole and back); and radar 
systems for F-104 and F-105 aircraft. 

Plants for the division sprawl within a 50- 
mile circle of Southern California real estate; 
they house a working force that now num- 
bers more than 28,000 workers. Keeping key 
personnel within these plants informed and 
aware of their important jobs, delivering new 
training material, integrating the roles of 
vendors and suppliers—all these are part of 
the communications’ responsibilities. But un- 
derscoring it all is that key factor of high 


Autonetics’ president John R. Moore faces closed-circuit camera for talk on the Minuteman. 


They Watch That TV Screen at Autonetics 


Clesed-Cireuit Television Network Helping Attain High-Reliability Goals 


reliability in the functioning of end products. 

Thus, constant striving for perfection all 
along the production lines at Autonetics. “The 
program’s goal is to achieve reliability levels 
as high as 99.999%,” reports a supplier of 
components. 

And it is in this frame of reference that 
Autonetics’ Motion Picture Department, which 
has responsibility for all audio-visual activities 
of the Division, must plan and produce and 
distribute communication tools. As Walter 
Hardy, head of the department, puts it: 

“After all our engineers, scientists and pro- 
duction specialists (including those of vendors 
and suppliers as well) have completed their 
efforts, the final ‘moment of truth’ arrives at 
the work bench where human hands solder 
connections, assemble components, inspect 
various stages of assembly. 

“It is these people who must be trained and 
motivated to do the best possible work—no 
compromise in work quality may pass un- 
detected. Thus, in one sentence, our communi- 
cations’ efforts and our recent use of closed- 
circuit television for the distribution of both 
live and filmed material is largely directed to 
train and/or to motivate employees to achieve 
the highest quality of workmanship.” 

Closed-circuit has proven a valuable adjunct 
to Autonetics’ program in several ways. In 


November, 1960, for example, some 200 repre- 
sentatives of nationwide electronic firms at- 
tended a Bidders’ Conference in the company’s 
recreation hall, about a mile from Downey 
headquarters. With sub-contracts to be let 
for many millions of dollars, it was imperative 
to show these prospective bidders through 
Autonetics’ high-reliability facilities. 

“Through our closed-circuit cameras, we 
brought detailed visualization to the television 
monitors in the recreation hall, thus saving 
bidders’ time, possible oversights and, more 
important, needless interruption of critical 
work,” Mr. Hardy notes. 

In still another phase, closed-circuit chan- 
nels served the training requirements of 125 
students, located in five classrooms (four of 
which were in a facility five miles away). 
Autonetics televised a three-week program of 
live instruction from eight to nine a.m. every 
morning. 

“Through closed-circuit, we multiplied the 
teaching ability of an exceptionally well- 
qualified instructor five-fold. Close-ups per- 
mitted enlargements of blackboard and equip- 
ment details more effectively than would be 
possible under ordinary classroom conditions.” 

“But,” Mr. Hardy also noted, “we have not 
overlooked certain disadvantages such as the 


(CONTINUED ON THE FOLLOWING PAGE) 


Monitor sets located in key spots throughout manufacturing areas each serve from 20 to 40 viewers of Autonetics’ closed-circuit programs. 





AUTONETICS TV CIRCUIT: 


(CONTINUED FROM THE PRECEDING PAGE) 


lack of personal contact with the instructor 
and the inadequacy of question and answer dis- 
cussions during instruction. 

“However, examinations given these stu- 
dents after the televised course and their over- 
all high grades confirmed the effectiveness of 
the technique.” 


President Moore Talks to His People 


The most dramatic use of this plant net- 
work was to motivate Autonetics’ assembly 
workers. Monitors placed at convenient loca- 
tions around the work bench areas brought 
company officials “face-to-face” with the men 
and women at their jobs. 

President John R. Moore underscored the 
importance of scrupulous care in making and 
checking components for Minuteman guidance 
systems. Manufacturing Manager Ed Linda- 
man explained the serious consequences to 
national defense of careless workmanship. 

Programs, extending from 15 to 30 minutes, 
were developed on a monthly basis. They 
were presented just before the traditional 
coffee breaks at 9:30 a.m. or at 2:30 p.m. 
for the first shift; at 6:30 p.m. and 10:30 p.m. 
for workers on the second shift. Audiences 
numbered from 400 to 800 on first shifts (de- 
pending on the subject matter) and over 300 
on second shifts. 

Fifteen monitor sets were located in key 
spots throughout the integrated manufacturing 
areas, each serving from 20 to 40 viewers. 

How has closed-circuit worked out? 

Asking for comments and reactions follow- 
ing one TV talk, Manager Lindaman received 
over 200 handwritten notes, the basic theme 
of most being: “I never realized how important 
our work is” and “it’s the first time I ever 
worked for a company where they took the 
time to explain the importance of my 
to me.” 

Air Force and Minuteman project officers 
were equally enthusiastic. As a result, Linda- 
man’s talks were edited and filmed in sync 
sound for the 14 release prints now in constant 
circulation among the vendors and suppliers 
who sub-contract to Autonetics. 


job 


Fewer Errors During the TV Period 

Measuring the effects of closed-circuit pro- 
gramming on work results must take into ac- 
count other motivational factors. But, prior to 
the advent of the network in 1960, discrepan- 
cies in the manufacturing area averaged 65 
per circuit board. After six months of closed- 
circuit programming, they dropped to only 
seven per board. Plans for this fall call for 
the network to be used on a monthly basis. 

Autonetics’ motion picture chief Walt Hardy 
sums it up: 

“Our experiments will continue to develop 
new uses for closed-circuit television. This ex- 
tension of our audio-visual services has again 
served to prove the adage, updated, that pic- 
tures with sound are worth a million words; 
that scientifically-designed and carefully ap- 
plied audio-visual communication is one of 
industry’s most effective and dynamic tools.” 
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Selling: Key Factor in Economic Growth 


Seagram Acts to Improve Salesman’s Skills With Broad New Counseling Service 


EAGRAM-DISTILLERS COMPANY'S meeting 
“ with its distributors and their salesmen at 

the Americana Hotel, Miami Beach, on 
July 24-27, was highlighted by the announce- 
ment of a comprehensive new program to 
strengthen the function of selling as a key fac- 
tor in economic growth. 

Announcement of the Seagram Sales Coun- 
seling Service by Herbert W. Evenson, execu- 
tive vice president of the company, was backed 
by a full-scale wide screen visual presentation 
designed and produced by Visualscope, Inc. 


Slide Programs for Brand Managers 


In addition to the Sales Counseling Service 
announcement, Visualscope’s visual backing 
was applied (in 250 344 by 414 inch art and 
photography slides projected on a 15 by 30 
foot screen) to the presentations by brand 
managers of 7 Crown, V. O. and Extra Dry 
Gin. 


In announcing the Seagram Sales Counseling 
Service, Mr. Evenson declared, “Government 
and business leaders have stressed the vital role 
of salesmanship in maintaining the nation’s 
rate of economic expansion. The single greatest 
area for advance is where the business of sell- 
ing comes to grips with the customer. It is in 
the hands of the salesman and his selling skill.” 


Greer Presents Four Phases of Service 


Presentation of the four phases of the Sea- 
gram Sales Counseling Service was by Lionel 
W. Greer, Seagram’s Director of Sales Plan- 
ning, who supervised its development. He 
that the program is related to sales 
problems and actual sales situations. 

rhe four phases of the Seagram Sales Coun- 
seling Service are: 


stressed 


1. A round-table conference, in which sales- 
men are active participants, for developing bet- 
ter sales techniques. 


2. A series of long-playing phonograph rec- 
ords for newer salesmen, to provide tested sell- 
ing principles for use at the outset of the sales- 
man’s career. 


3. A product and industry indoctrination 
program to broaden the salesman’s knowledge 
of the brands he sells. 


Salesmen Supervision for Managers 


4. On the sales management level, a seminar 
for distributor sales managers covering prob- 
lems encountered in the area of salesmen 
supervision. 

Following the presentation of the sales con- 
ference concept, a Visualscope filmograph was 
shown which described typical conference p:0- 
cedures. 

A Firm Believer in Audio-Visuals 

Seagram’s distributor meetings are regularly 
planned to provide a forceful and convincing 
presentation of what is considered to be the 
best merchandising and advertising program in 
the liquor business. Seagram’s thinks that visu- 
al presentations are consistently the most effec- 
tive way to communicate ideas—uses many 
forms of audio-visual media. Practically every 
kind of device has been used in the distributor 
meetings over the past 15 years. 


This year’s meeting and its large screen visu- 

also including the premiere of a motion 
picture produced by Transfilm-Caravel, Inc.— 
have been widely praised throughout the indus- 
try. Distributors across the country have en- 
thusiastically accepted the sales conference 
program, and their confidence in upcoming 
advertising and merchandising plans is re- 
flected in advance fall orders for 5,136,000 
cases of the three Seagram brands—a new rec- 
ord in the liquor industry. It: 
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Safe Passage for Telephone 
Directories Via the Screen 
Salesmate Slidefilm for Delivery Crews 


Sponsor: New York Telephone Company & 
The Reuben H. Donnelley Corporation. 


TiTLE: More Money for You, 17 min., color 
ssf, produced by Rossmore Productions. 


x Telephone directories are delivered by indi- 
vidual contractors who are paid by the number 
of books delivered in addition to an hourly 
rate of pay. The telephone company would 
like each contractor to complete his job as 
easily and safely as possible—earn good 
money with no troubles along the route. 

More Money for You shows these men the 
best way to do the job. It spells out the details 
carefully in 73 frames of photography and art 
which are shown on automatic sound slidefilm 
projectors redesigned and modified by Ross- 
more Productions from basic Beseler Sales- 
mate equipment. 


Special Model With Larger Screen 

The Rossmore Salesmate projectors have a 
rear projection screen measuring 24 inches by 
19 inches. The new case in scuff-proof ma- 
terial measures 261% by 21 by 61% inches, and 
weighs only five pounds more than the Sales- 
mate original. The price of the modified, larger 
projectors—New York Telephone is using 
four of them—is $75 more than the Salesmate. 
They are particularly useful for the audiences 
of 50 or more which regularly view the film. 

More Money for You shows the right way 
to perform such functions as loading the de- 
livery bag and filling in the completed delivery 
forms. It gives such down-to-earth advice as 
“Believe in signs. ‘Beware the dog’ means 
that. Don’t even try to leave a book. You'll 
get paid for it, anyway.” 

Telephone directories, the film says, should 
never be left in mail boxes—it’s against the 
law. They should never be left where people 
can trip over them. 

Jersey Success Prefaced This Program 

Rossmore Productions produced a film on 
directory deliveries last year for the New 
Jersey Bell Telephone Company. It has proved 
so successful that the New York company ar- 
ranged for production of this new film for 
showing to its delivery contractors this year. 


Below: this telephone directory delivery man 
finds out that “Beware the Dog” means what 
it says on that familiar sign .. . 
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INCISORS cyspips 


ICUSPIDS 
i MolARS 


Scenes from the new Audio production “Take Time for Your Teeth” aimed at teen-age viewers. 


Timely Advice on Dental Care for Teens 


Informative New Film fer Teen-Age Audiences at ““Make-or-Break”™ Stage 


in Dental Life, Sponsored by 


Sponsor: Johnson & Johnson. 


TITLE: Take Time for Your Teeth, 14% min., 
color, produced by Audio Productions, Inc., 
through N. W. Ayer & Son. 


* This is a public relations film presented by 
J & J in cooperation with the American Dental 
Association. It tells the teen-age audience, 
which is the picture’s prime target, that now 
is the crucial period in their dental life. 

Teen-agers are shown that they are at the 
“make-or-break” stage, that the care they give, 
or fail to give, to their teeth will affect them 
for years to come. 

Using cameo sets and animated and still 
“films within the film’—Take Time for Your 
Teeth takes us on a dental tour—showing how 
our teeth differ from the elephant’s great mo- 


“That-a-Way” Uses Humor and Satire 
te Point Up the Perils of Inflation 

That-a-Way was a quiet little outpost on 
the frontier West in the 1840's . . . caught in 
limbo between the flourishing East and the 
bright promise of the Far West. 

It was, that is, until GOLD was found and 
INFLATION followed. The saga of That-a- 
Way is told in a 15-minute parable in color 
and sound. What happened to the town is 
what can happen to all of us in the 60’s when 
prices, wages and taxes begin that steep climb 
that leads to a ruinous end. 

Earl Klein’s Animation, Inc., created this 
film-fable of a modern problem for outright 


Johnson & Johnson, American Dental Assn. 


lars, the wolf's crushing bicuspids, the tiger’s 
piercing and tearing eye-teeth and the horse’s 
good central incisors for cutting grass and 
grain. Our human teeth are as varied as our 
diet, combine the qualities of all these animals. 

The film explains how decay starts and what 
we can do to prevent it. Good care—proper 
rinsing, brushing, use of floss and regular pro- 
phylaxis by a dentist are the simple steps to 
good dental health. 

J & J brand names such as Micrin, Tek and 
Dentotape are occasionally visible, though 
properly in context. 

Take Time for Your Teeth will be a wel- 
come addition to the roster of useful hygiene 
films for school use. Distribution will begin 
this fall through all offices of Association 
Films, Inc. Le 


sale to groups and organizations to help fight 
the perils of inflation. It’s right good! La 
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BACKGROUND FOR DECISION: INDUSTRY AND THE TEACHING MACHINE 


Significant Questions for Management 


A Basis for Evaluating Your Future in Programmed Learning 


® by A. G. Clark, Director, Applied Communication Systems 


HE BUSINESSMAN and industrial manager 

who has observed the current and grow- 

ing rash of articles, publications and 
symposiums concerning programmed learning 
and teaching machines should have three signi- 
ficant questions: 


* What is it about and what is the basis 
for such burgeoning interest and ac- 
tivity? 

* What does it mean to me and my com- 
pany and its operations? 


* Finally, what should I do about it, and 
when, and how? 


The phenomenal burgeoning of interest and 
activity in programmed learning during the 
past 18 months is evidence of the recognition 
that a great need exists to accelerate the tradi- 
tional processes of training and education. 

The programming technique for organizing 
a body of knowledge is based on a science of 
behavioral research with over 20 years of 
laboratory experimentation behind it. 


Experiments in the Electronic Field 


In the past eight years, segments of the elec- 
tronics industry (faced with the need for train- 
ing unskilled workers to meet the accelerated 
time required for a constantly increasing body 
of complex tasks) have experimented with 
self-paced audio-visual techniques. Such meth- 
ods are based on the presentation of an audio- 
visual stimulus (instruction or question) fol- 
lowed by doing, and answering which in turn 
produces a reinforcement (seeing result /com- 
paring with correct result). 

During the past three years this industrial 
implementation has grown. The results have 
been most encouraging. Conservative figures 
show a 45% reduction in learning time for 
complex tasks. When used continuously on 


Below: 
desk 


portable ACS Audio-Visual Unit is 
typewriter size; weighs under 19 Ibs. 


complex tasks of long duration, a 50% in- 
crease in productivity has been realized, along 
with a 90% reduction in errors that had pre- 
viously resulted in expensive rejection in work 
passing to inspection and quality control. 

In the military services, research on im- 
proved A-V training techniques and the de- 
velopment of lesson planning dates back to 
World War I. For example, the U. S. Naval 
Training Devices Center at Port Washington, 
New York, has experimented with auto-self- 
instructional equipment for more than 10 
years. 


Schools Study the Teaching Machine 


In educational systems, investigation and re- 
search are accelerating rapidly and several re- 
ports and bibliographies have been prepared. 
Large-scale experiments in grade and high 
schools have been conducted in eastern 
schools. In some cases, controlled experiments 
have been conducted in order to compare the 
techniques of conventional teaching, pro- 
grammed texts, and teaching-machine auto- 
mated programs. 

It should be noted that films, slide-tape 
lectures and television have the main merit in 
enlarging the classroom, permitting more stu- 
dents to view select (difficult to otherwise dis- 
seminate) media. They do not, however, have 
as their objective an improvement in the teach- 
ing technique. 


They Have These Features in Common 


Teaching machines will range from pro- 
grammed texts through audio-visual machines 
and sophisticated computer-controlled ma- 
chines in which the stimulus is “feedback con- 
trolled” by the constructed responses of the 
student. All have as their objective these com- 
mon features: 

(a) The material is carefully planned, or- 
ganized and integrated with psychological moti- 
vation concepts; and, of most importance, it is 
tested, revised, and tested again and again to 
approach asymptotically an ideal goal which is 
based on an analysis of the job or educating 
problem. Such an analysis takes into considera- 
tion initial behavior (pre-conditioning) and the 
target terminal behavior desired. 

(b) The student or trainee works alone and 
at his or her own pace. 

(c) The attention of the individual student 
is captured by the need to respond at each 
step before proceeding with the next. 

(d) A knowledge of the correct answer is 
given immediately after each step to allow rein- 
forcement (or reward) before proceeding with 
the next step or “frame.” 

As a result of this programming effort, the 
material then becomes instructive rather than 
descriptive as are conventional illustrated lec- 





tures and training films, and slide tape presen- 
tations which inform and inspire rather than 
teach. 


Supply & Demand Met at Crossroads 


As to the reasons for this sudden mush- 
rooming of activity, it can be viewed as the 
result of supply and demand. The three 
streams of research described above as indus- 
try, military, and educational systems in the 
past year have simultaneously reached the 
stage of reporting results. The demand has 
been evident in the great need to accelerate 
training and education in all areas. 

The rapid evolution of technology in all 
fields has caused bodies of knowledge to ex- 
pand. In addition to the U. S. population ex- 
plosion, we have the responsibility to supple- 
ment our aid to the uncommitted, underprivi- 
leged areas of the world with education and 
training. Finally, there is the need to re-train 
our people who have been adversely affected 
by industrial geographic shifts in our changing 
technology. 


What Can the Business Man Do? 


The second question is “what does it mean 
to the business and industrial executive?” 

In reply, he should look upon programmed 
learning as a new tool. Its meaning lies in his 
estimate of the importance and needs of train- 
ing for his employees and his business. He is 
also a member of a community whose schools 
should be aware of what is occurring. He is 
also a free world citizen, and therefore should 
ask himself “how important will be the role of 
disseminating knowledge in keeping our world 
free?” 

Finally, we come to the question of what 
action he should plan. As with any tool, he 
should first become familiar with its properties 
and capability. Much has been written and 
more is becoming available daily. In this article 
we have only attempted to hit the highlights 
but hope it will prompt the reader to search 
further. 

Look to Your Business and Its Needs 

This is an exciting evolution and its potential 
should trigger the imagination and a thirst for 
information about it. 

Armed with the knowledge of what pro- 
grammed teaching and teaching machines can 
do, he should look to his own business. 

What are his present employee training ac- 
tivities? Are they adequate? 

Is complex information being communicated 
effectively? Is turnover and technique preserva- 
tion a problem? 

Could he afford to allow his people to be 
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ACS-designed “Total Environment Work Station” with its Audio-Visual Unit (center). 


upgraded to perform a better job if they were 
trained in a more efficient manner? 

These are the questions that should be 
asked. There are many more that relate to 
marketing, servicing of products and dissemi- 
nating knowledge of new products which are 
coming on the market at an enormous rate. 
Employee indoctrination, office routine, manu- 
facturing processes and quality control are a 
few of the functions that will be benefited. 

As a community member, the industrialist 
and businessman should ask similar questions 
about his local schools and their approach to 
these evolving challenges in learning, but he 
must observe far more patience with the an- 
swers he receives. 


Long Period of Depth Research Ahead 


To anyone who has examined the problem 
of programming, the vast difference in diffi- 
culty between “how to do it” and education 
(verbal or symbolic logic) media will be recog- 
nized. 

It should also be recognized that several 
years will be needed to evaluate a complete 
course of programmed media and Statistically 
to evaluate the subtleties of transfer and reten- 
tion. 

He must also remember that industry can 
evaluate a capital investment that reduces 
training costs or improves productivity and 
calculate the savings and the resulting pay- 
back rate. It is such measurable resuits that 
motivate the Manager, but this cannot be di- 
rectly translated to our schools without far 
more research. 

The integration into schools will therefore 
be understandably slow and there will for a 
time continue to be the negative reactions to 
“teaching machines.” This will dissolve when 
the costs can be evaluated. A good example is 
the storage density of books versus micro-film 
and magnetic tapes. The importance of good 
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pictures (and imaginative illustrations in infor- 
mative color) will replace drab paper frames 
that use line after line of verbal illustrations 
that can pall upon the student. 


Good Teacher Must Be Good Manager 


Lastly, there will be the realization that a 
good teacher must become a good manager. 
Such a teacher will do less lecturing and more 
guiding and counseling. He will then be able 
to afford the previously unavailable but essen- 
tial time to give special aid to both apt and 
slow pupils. Such a teacher will prescribe the 
best material for each student and have the 
time to plan such prescriptions and integrate 
the best tools, from books to audio-visual aids 
and teaching machines. 

Such a teacher will spend more time, there- 
fore, on the principal activities of a good man- 
ager—that is planning, organizing, integrating, 
and measuring results which can be used to 
control a continual evolving plan for each stu- 
dent at his individual and best learning pace. 


Below: Audio-Visual Unit has 35mm _ auto- 
matic 36-frame slide viewer and synchron- 
ized sound tape (110 minutes) playback. 





VIEWPOINTS: 


The ‘Teaching 
Machine 


and 


Programmed 


Learning 


for Industry 


and Education 


© A multitude of “hardware” and a 
shortage of skilled “programmers” is the 
dilemma faced by those who would use 
the teaching machine to implant skills 
or to speed the flow of knowledge in 
industry or in our fast-growing schools. 
But results of research are evoking 
strong interest in this subject; time 
and thought going into application, 
from inverted textbooks to the mighty 
and complex computer. These pages 
present viewpoints of suppliers and 
authorities in the field. Subsequent 
articles will include the experiences 
of program users. Integration of 
these techniques with training films 
will be given special attention OHC 
Right: girl in 
the picture uses 
an ACS unit to as- 
semble complex elec- 
tronic circuit boards. 
She did it without 
prior instruction 
except in a few 
of the basic tools. 





Viewpoints: the Teaching Machine 


A Basic Approach to Programmed Learning 


® by R. W. 


ERY FEW businesses are able to find new 

employees who can step directly into 

the job. Particularly in large, decentral- 
ized organizations selling specialized products 
or services, training new people is an import- 
ant and difficult function. 

One of the largest casualty insurance com- 
panies has a well-established system for train- 
ing new employees for field service positions. 
Such people are hired by the local office and 
exposed to all of the activities carried on there 
by on-the-job training in each of the depart- 
ments of the field office. 


Correspondence Courses on Insurance 


After a little more than a year of this kind 
of experience, the Education Department in 
the home office enrolls each new person in a 
series of correspondence courses, to be com- 
pleted in about six months. These courses 
teach the fundamental principles of the insur- 
ance business in each of its different depart- 
ments—liability, automobile, fire, marine. The 
courses are designed to bring new people to 
a more or less uniform state of preparation for 
the next step in their training. Time is assigned 
during the working day for the correspondence 
courses, but the field service representative-to- 
be usually finds his job in the field office is 
demanding enough so that he spends some of 
his own time completing the correspondence 
course. 

When the correspondence work is finished, 
each new person is brought to the home office 
for a number of weeks to be taught those parts 
of his job best learned from personal instruc- 
tion and example. These subjects include sales- 
manship and human relations, the features and 
content of specific company policies, how to 
work with local agents, how to set the right 
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tone in correspondence with agents and cus- 
tomers. After this classroom instruction, the 
representatives are considered qualified and 
sent back to their original field offices for 
permanent assignment. 

In spite of the extensive preparation, the 
home office school often finds that when the 
trainees arrive, they are inadequately prepared 
in the fundamentals, so valuable class time has 
to be spent bringing some people up-to-date 
instead of going on to the more specialized 
material. The result is frustration for the school 
staff and loss of efficiency for the students dur- 
ing the most expensive part of their training— 
when they are living away from home. 


Programmed Learning is Motivated Self-Study 


In situations like this, many companies are 
beginning to find out that learning programs 
arranged for individual self-instruction can 
serve a useful role in the overall training plan. 
One of the principal benefits is that learning 
programs can stimulate effective study and pro- 
duce a more uniform state of preparation than 
other methods even when the students are scat- 
tered widely across the country or across the 
world. Everyone who has dealt with training 
programs knows that a large spread in back- 
ground information makes it difficult to teach 
a class. Well-designed learning programs, used 
either in the school or by mail, can reduce this 
problem significantly. 

Learning Program a Designed Text 

A learning program is a specially designed 
textbook. As with normal texts, they can be 
written about almost any kind of subject matter 
—insurance, drugs, airline operations, retail 
sales, accounting, new products and so on in- 
definitely. The special characteristics of learn- 


Figure 1: The Atronic Teaching and Grading System. The TAG System uses a program or text 
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right side provides surface for write-in answers. 


ing programs are in their organization, the way 
the writing is done and in the way a student 
uses them. 


The Features of Learning Programs 

A learning program is always put together 
to teach something specific—it may be an un- 
familiar concept or a procedure or a way of 
solving unexpected problems—but there is al- 
ways a test available to tell the program writer 
how well he is doing in reaching the objective. 

The writer then makes a very careful and 
detailed outline of all the ideas and procedures 
the student must know to satisfy the objective 
of the program. Using the outline, the writer 
then puts together a sequence of “items” which 
are the program. An item or step or frame is 
a statement explaining one point, followed by 
a question about it, or about points that have 
been explained earlier. 

When a first draft of the program has been 
written, it is tried on a group who represent 
the kind of people it will be used with. If the 
trial group has difficulty answering the ques- 
tions or passing the test, the writer knows that 
his explanation isn’t clear, so he tries again. 


Socrates’ Method of 2,000 Years Ago 


The question-and-answer form of teaching 
used in a learning program is not new. It was 
invented by Socrates about 2000 years ago. In 
the last few years, however, psychologists and 
educators have begun to realize how effective 
this method is when used as a medium of mass 
communication. One of the key points is that 
the student finds out right away after he an- 
swers the question for each item whether he 
is right. The quick return of his “score” for 
each question gives the student more sense of 
personal involvement and keeps his interest 
high. A normal text simply talks at him, but 
doesn’t ask questions or doesn’t tell him 
whether his answers are right. 


Teaching Machines and Programmed Texts 


A variety of arrangements can be used for 
presenting a learning program to a student. 
Probably the simplest is a programmed text- 
book, in which each item is put on a separate 
page, and the answer to the question is con- 
cealed by printing it on the next page. 

If you are concerned about the amount of 
page turning, or whether students will peek, 
simple answer machines such as the Atronic 
TAG (see Figure 1, and caption) can be used 
with the programmed text. The TAG is a de- 
vice which stores the answers to questions in 
the text in such a way that they are not easily 
accessible to the student until after he has se- 
lected his answer choice (for multiple-choice 
questions) or has written his answer (for writ- 
ten answer questions). Then he can find out 
whether his answer was correct. 


Complex Machines Have Same Objective 


Other more complicated machines are also 
available, all serving more or less the same 
purpose—to reveal the answer to the question 
after the student has made his own response, 
and let him discover whether he was right. 
A summary of these types is illustrated in 
Figure 2. 

It is generally agreed, however, that the 
particular way in which you present a learning 
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program to a student is not nearly as important 
as the way the program is written. 


Kinds of Learning Programs 

There are a number of organizations which 
have prepared learning programs, and as you 
might expect there are several different styles 
and points of view about how to do it. 

One school of program writing believes ev- 
erything a student is expected to learn should 
be presented in a step-by-step manner, using 
very small steps. These programs are self-con- 
tained, but they tend to be long (and expensive 
to prepare) and may move too slowly for quick 
students. 

Another method of programming makes use 
of an existing text book for a reference, and 
asks leading questions about points explained 
in the reference. These questions are, of 
course, arranged so the student finds out the 
right answer after he has made his own. This 
kind of a program is called a study-guide. It is 
much less expensive to write than a self-con- 
tained program, but since it depends on an 
existing reference book, it may not be as thor- 
oughly organized. 

Adapting to Individual Differences 


Still other programs are quite short, and are 
used to present background information in 
preparation for a specific class meeting. Instead 
of carrying the whole load of instruction, such 
programs are only one among many special 
techniques used by a good classroom instructor. 
These three types of program are illustrated in 
Figure 3. 

Another dimension of program design is 
their degree of adaptiveness—how much they 
accommodate individual differences between 
students. From trials, we know that different 
students have quite different rates of learning. 
A learning program is designed for self-study 
so that different people will finish a given pro- 
gram in different time. Between the slowest 
and the fastest in a group, there is often more 
than a three-to-one difference in time. There 
are undoubtedly similar differences in nearly 
any group about how much of the material to 
be taught is already familiar. A straight-line 
program puts everybody through exactly the 
same sequence of small-step items. If some 
students already know part of the program, 
they are expected to go faster, but not to skip 
any steps. 

How Highly-Branching Programs Work 

A highly-branching program makes a pre- 
liminary explanation of each point, and then 
asks a test question. If the student is right in 
answering the test question, he goes on to the 
next main point. If not, he is sent off on a 
“branch” which gives extra explanation to the 
point he missed. 

An adaptive program is a mixture of the 
straight-line and the highly-branching types. 
It uses smiall-step explanations of important 
points, but uses the test question technique on 
points that do not require as thorough cover- 
age. These three degrees of adaptiveness are 
illustrated in Figure 4. 

The business use of programmed learning is 
a relatively new development. A few organiza- 
tions have carried through trials of learning 
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Viewpoints: the Teaching Machine 
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Figure 2: Methods of Presenting Learning Programs. “Teaching Machines” refers to devices 
which contain programmed material on film or to a card set within the housing, etc. Student 
views the film through window which conceals correct answer until he has made his response. 
In a contingent machine, the next item presented to student depends on answer given to the 
current item. 
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Figure 3: The Self-Sufficiency Scale for Learning Programs. A “Self-Contained” program contains 
all the material in the course. A Study Guide utilizes a reference text, asking leading questions 


about the text material. A Multi-Medium program utilizes several devices which instructors may 
use. 
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Figure 4: The Scale of Adaptiveness for Learning Programs. The Adaptive program is an inter- 
mediate type between the “straight line” and “highly-branching” types. 





Viewpoints: the Teaching Machine 


A PRIMER FOR BUSINESS: 


(CONTINUED FROM THE PRECEDING PAGE) 
programs and have reported quite satisfactory 
results. Many other organizations are in the 
midst of evaluation projects or are now plan- 
ning them. Some of the types of business orga- 
nizations engaged in trials of learning programs 
are shown in the table, together with the sub- 
ject area they investigated. 

Business Applications of Learning Programs 

From the brief sampling (see chart) of 
business and government application of teach- 
ing machine technique, it appears that the 
principal uses of learning programs for busi- 
ness education have thus far fallen into three 
general categories: 

1. Technical Subjects, such as Computer 
Programming, Electricity and Electronics. 

2. Sales Training, to provide fundamental 
information about an industry, such as Insur- 
ance, Drugs, etc., and to implement new prod- 
uct data. 

3. Business System Training, where retail 
sales procedures, stock management and ac- 
count and procedures for customer service 
have been implemented and fortified. 

To date, the application of learning pro- 
grams to business training appears to be in a 
very preliminary stage. As the techniques of 
teaching with programmed learning are de- 
veloped, we can expect a much longer list of 
areas of successful application. LQ” 


How Can Teaching Machines Aid Industry? 


Lack of Effective Programs Is a Majer Bleck to Their Wider Adoption 


® by Donald Powell, Hamilton Research Associates 


ONSIDERABLE CONTROVERSY has _ been 
C generated in recent years over the many 
possible uses of teaching machines and 
programmed learning in easing one of in- 
dustry’s growing headaches, industrial training. 
Industry’s great need for training at all lev- 
els and in a wide variety of situations is treated 
as a fact of life today. The importance of 
training men who handle machines which have 
increased geometrically in cost and production 
is seldom disputed. The dividends of sound 
training programs have been proven time and 
time again. 
Skilled Programming a Primary Need 

Recently teaching machines and program- 
med learning in various forms have met suc- 
cess in many isolated cases as an efficient 
approach to training problems. It seems there 
is at least partial consensus that the lack of 
effective programs is the greatest stumbling 
block to the widespread adoption of this form 
of training by industry. 

With this rough consensus as a base, opin- 
ions sharply diverge. This is not surprising, 
considering the young state of the art. Are ma- 
chines necessary to take advantage of pro- 
grammed materials? What type of machine 
best serves industry's purposes? While there 
are obviously no pat answers to these ques- 
tions in all their variations, even a partial reso- 
lution of the underlying issues would hasten 
the time when this new educational tool will 
be of substantial benefit to industry. 

As an “old timer” in this infant industry, 
Hamilton Research Associates, Inc., has dealt 


How business and government apply teaching machine techniques. Other kinds of business organi- 


zations are exploring similar applications. 





Types of Business 


Subject of Learning Program 








Insurance, Life 


Sales Agent Training 





Insurance, Casualty 


Field Representative Training 


System Training for Automated 
Data Handling 





Electronic Manufacturer 


Field Sales Staff 
(New Product Information) 





Telephone Company 


Electricity 
(for Maintenance Personnel) 





U. S. Air Force 


Electronics 
(for Maintenance Personnel) 





U. S. Navy 


Accounting and Retail Sales 
Management 





Department Stores 


Retail Sales Procedures 





Computer Company 


Computer Programming 
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Technical Sales Training 











with all these problems, concentrating on de- 
veloping a line of visual teaching machines 
using 4” x 6” cards. Our successes and set- 
backs have led up to a philosophy based on 
three convictions. 


This Is Our Approach to the Problems 


I. In most instances a machine is necessary 
in order to take greatest advantage of pro- 
grammed materials. 

Il. With the present scarcity of adequate 
programmed materials the optimum machine 
design must serve two functions: As an effec- 
tive aid to the programmer in designing and 
perfecting his program and as a versatile means 
of displaying his program. 

Ill. The above aims should and can be met 
with a machine whose delivered cost will not 
represent such a capital outlay that it nullifies 
the other economies of programmed learning. 

There are various methods of packaging 
programmed materials being espoused. They 
may be grouped into those which require ma- 
chinery, and those which do not. Among the 
machines available are those that present items 
on mimeographed sheets, continuous printed 
strips, on cards and on film of various types. 
Under these methods which require no ma- 
chinery, items are presented in programmed 
textbooks, in separate cards or on mimeo- 
graphed sheets. The answer is revealed by 
turning a page, a card or moving a mask. 


Disadvantages of Manual Programs 


We believe that those methods which do not 
utilize a machine are subject to some inherent 
difficulties. They require manual manipulation 
by the student in exposing successive items 
and information concerning correct responses. 
Since the student must divert his attention 
from the material under study in order to 
maintain the material in its proper sequence, a 
serious distraction can develop. 

It is also easy for the student under these 
systems to view the correct response before 
recording his own, thus breaking the desired 
sequence of question, student response, cor- 
rection and corrected response. Finally, with- 
out a machine it is not possible to ensure the 
student will not skip questions or take the 
lesson in a random manner. This is especially 
serious in a program which has been devel- 
oped in a large number of small sequential 
steps. A well-designed machine may overcome 
all these difficulties while still giving the stu- 
dent control over the pace with which he 
takes the lesson. 


To Formulate Programs and Pre-Test 


Convinced that a machine was necessary for 
most effective use of program materials we 
also had strong convictions that such a ma- 
chine should be of use in formulating pro- 
grams and pretesting them as well as adminis- 
tering them. We were strengthened in this 
conviction by the obvious lack of programmed 
materials in comparison with the many possi- 
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ble uses evident in both formal education and 
industrial training. 

Although published programs are beginning 
to appear on the market, in various forms, it 
will be several years before the needs for pro- 
grams of a general nature will be filled. Even 
when these needs are filled, there will still be 
a great need for the specialized training pro- 
grams which make up a majority of industrial 
applications. 

Advantages of a Card Machine Noted 

We believe a card machine offers unique 
advantages to the programmer at all stages of 
preparation. The economy of the cards, and 
the ample display space available (3” x 354”), 
plus their obvious versatility in sequencing, 
make them an excellent media for the initial 
formulation of a program. Any corrections ob- 
viously affect one unit only. This is especially 
helpful in the testing of a program. 

Extensive testing and revision are prerequi- 
sites for good programming, even when done 
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by experts. There is conceded to be a fairly 
direct relationship between the amount of effort 
expended in this stage of the program’s devel- 
opment and the ultimate success of the pro- 
gram. It is at this point that a machine can 
and should be designed to be of real benefit 
to the programmer. 


Aids in All Stages of Development 

We are convinced that a card machine is 
unique in the assistance it can provide in all 
stages of program development, from the 
initial formulation, through revision, to the 
final pre-testing. In brief it offers the following 
advantageous features: 

A.) Inexpensive materials which lower the 
cost of errors and revisions. 

B.) Inherent flexibility in sequencing and 
revision due to the use of cards. 

C.) Facilitates analysis through the use of 
error counts. 

D.) The construction of lessons in small 
units allows the use of the same program by 
several students (i.e. student #1 . . lessons 1 
and 2, student #2 . . lessons 3 and 4, etc.) 
thereby lowering the number of programs and 
machines necessary to cover the same material 
with the same students. 

E.) Unitized construction of programs also 
facilitates branching at the lesson level, al- 
lowing the instructor considerable leeway in 
assigning units to students of varying profici- 
encies. 

Finally the cards are a cheap and econom- 
ical way of displaying the finished program. 
(CONTINUED ON PAGE SIXTY-SEVEN) 
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2ist National Audio-Visual Convention 


Over 3.200 Attend General Sessions, 


Visit Trade Show Exhibits in Chicago 


Mahlon Martin Becomes President of the National Audio-Visual Association 


ALLYING POINT for the men and 
R women who make and sell the bulk of 

audio-visual projection equipment, ma- 
terials and services to schools, churches, and 
business users throughout the U. S. and 
Canada is the annual convention and trade 
show of the National Audio-Visual Associa- 
tion. 

This year the 21st gathering of NAVA mem- 
bers and guests brought a total of 3,241 
persons to the meeting rooms and exhibit 
floors of Chicago’s Hotel Morrison. Tele- 
graphed greetings from President Kennedy set 
the keynote for the convention’s opening 
session: 

“Our nation must advance on all fronts if 
we are to achieve the excellence we seek in 
education, as well as in other fields of endeavor. 
Your association is making a vital contribution 
to this advance, in making more effective our 
means of communication with each other.” 

On Monday, July 24, the Association in- 


* 


At right: General 
sessions of the 21st 
NAVA convention 
were held in the 
Terrace Casino of 
Chicago’s Morrison. 
Key speakers on the 
program included 
Ben Peirez, Viewlex, 
Inc.; Joseph Burger; 
and John Forsythe, 
Committee Counsel 
of U. S. Senate, 
who spoke on the 
National Defense 
Education Act. 


stalled Mahlon H. Martin, head of the M. H. 
Martin Co., Massillon, Ohio, as its new presi- 
dent. Harold A. Fischér, owner of Photo- 
sound of Orlando, Florida, became first vice- 
president. The installation was conducted by 
retiring president Harvey W. Marks, of the 
Visual Aid Center, Denver, who became chair- 
man of the NAVA Board. 


Other Officers and Directors Installed 


Other key officers for the new term include 
Robert P. Abrams, Williams, Brown & Earle, 
Inc., Philadelphia, second vice-president; 
Jerome W. Kintner, Photo & Sound Co., San 
Francisco, secretary; and Harold W. Newman, 
Newman Visual Education, Kalamazoo, Michi- 
gan, treasurer. 

New directors-at-large of the Association 
are Floyd Miles, Audio-Visual Center, Pontiac, 
Michigan and Max Rarig, Rarig Motion Pic- 
ture Company, Seattle, Washington. Member 


(CONTINUED ON THE FOLLOWING PAGE) 








NAVA Convention Report: 





Officers and directors (/ to r) back row: Jack Britton, Frank Bangs, 


Steve Bartha, Paul Cox, 


Murray Cunningham, 


Jim Thompson, Irv 


Nelsen, Howard Holt, Kermit Hanson, George Gibson, Pat Kilday. 


Front row: M 


W. Huseman, Max Rarig, Eloise Keefe, Bob Abrams, 


Jerry Kintner, Hal Fischer, Joe Meidt, Floyd Miles; president Martin. 


(CONTINUED FROM 47) 
Kermit F. Hanson, Headlight Film, 
Inc., South Portland, Maine, was 
installed as New England regional 
director and Howard Holt, Audio- 
Visual Film Service, Birmingham, 
Alabama, is regional director for 
the Southeast. 

Convention attention was fo- 
cussed on the fate of pending Aid 
to Education legislation and, spe- 
cifically, on the National Defense 
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Principal officers below are (/ to r) front row: 


Education Act then, as now, be- 
fore the Congress for final disposi- 
tion. Speaking on the subject at 
the opening session was John 
Forsythe, Washington, D. C., 
General Counsel of the Labor and 
Public Welfare Committee, U. S. 
Senate 

The “largest single exhibit of 
audio-visual equipment, materials 
and assembled at any 
time one roof” was the 


services 
under 


Harold A. Fischer, Ist 


vice-president; Mahlon Martin, president. Back row: Robert P. Abrams, 
2nd vice-president; and Jerome Kintner, NAVA Secretary. 





description given the 230-booth 
trade show. Covering two floors 
at the Morrison, these exhibits in- 
cluded the latest in motion picture, 
slide, slidefilm and opaque projec- 
tion, both sound and silent, as 
well as new teaching machines, 
language laboratories, tape repro- 
ducers, closed-circuit television 
apparatus, materials for film and 
slide production as well as the re- 
cent offerings of educational and 
religious film producers. 
A-V Groups Hold Meetings 

Meeting concurrently during 
the convention were such groups 
as the A-V Conference of Medical 
& Allied Sciences; the Illinois 
Audio-Visual Association, an A-V 
Workshop of Industrial Training 
Directors and a regional meeting 
of the Industrial Audio-Visual As- 
sociation. Formation of a new 
Chicago chapter of the National 
Visual Presentation was initiated 
during the four-day meeting with 


Above: dynamic Ben Peirez asks 
“are profits a dirty word in your 
vocabulary?” in Convention talk. 


provide names of competent audio- 
visual spokesmen for talks and 
demonstrations. Two task forces 
were formed, one to study indus- 
trial standards with an aim toward 
increased qualifications to meet 
growing demands. The second task 


Members of the Industry and Business Council meet during the con- 
vention as both dealer and advisory members hear report from Chair- 
man Bob Abrams (extreme right) on cooperative programs underway. 


national officers from New York 
in attendance. 

Of special interest to members 
concerned with service to business 
and industry was the meeting on 
July 23rd of NAVA’s Industry 
and Business Council, headed by 
Robert P. Abrams. Reporting on 
the Council proceedings, Mr. Ab- 
rams noted: 

Growing Use in Industry 

“Almost every large and medi- 
um-size company now makes use 
of audio-visuals to some degree. 
Most are anxious to improve their 
techniques. These methods of com- 
munication have become vital in 
meeting competition, problems of 
increased costs of operation and 
in personnel development.” Other 
Council activities were reviewed: 

A directory of speakers is being 
compiled through the Council to 
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force is working with universities 
and colleges to implement curri- 
cula in communication courses to 
more adequately meet the future 
needs of industry for skilled a-v 
personnel. 

A meeting of members of the 
Industrial Audio-Visual Associa- 
tion heard A. G. Clark, head of 
the Applied Communications Sys- 
tems Division of Litton Industries, 
describe that company’s progress 
in teaching machines and pro- 
grammed learning. A demonstra- 
tion of the portable ACS Audio- 
Visual slide-tape unit was given 
these business a-v executives. 

Plans for the 1962 Convention, 
also being held at the Morrison, 
were announced. The 22nd annual 
gathering will take place in Chi- 
cago, from July 21 through July 
24, 1962. ao 
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HE Most EXxXciTING THING 
Larry Madison had ever en- 
countered in his young life 
was the miraculous emergence of 
an image on his first home-made 
photograph. Larry was 12 and 
the photograph was made with a 
second-hand Brownie and a home 
darkroom kit he had bought to 
earn a Boy Scout merit badge. 
Life was never the same—Larry 
was bitten by the photo bug and 
has been infected ever since. 
Lawrence E. Madison has had 
a distinguished career in several 
branches of the photographic art 
since then. The “M” of MPO 
Productions since 1947, his docu- 
mentary motion pictures have been 
awarded more prizes than proba- 
bly any other individual film- 
maker in the country. Of the 56 
American films selected to be 
shown at the Brussels World’s 
Fair two years ago, six were 
Madison’s. Just to name the titles 
with which he has been identi- 
fied is to remember some of the 
best of American factual films: 


The Tanglewood Story (U. S. 
State Dept.); Canada Goose 
(Ducks Unlimited); Petrified 
River (Union Carbide Corp.); 
Bay at the Moon and Gunning 
the Flyways (Remington Arms 
Co.); Hereford Heritage (Ameri- 
can Hereford Assn.); The World 
That Nature Forgot and Decision 
for Chemistry (Monsanto Chemi- 
cal Co.); Fibers and Civilization 
(Chemstrand Corp.); A Mile to 
Eldorado (Reynolds Metals Co.); 
Report to Ole (Outboard Marine 
Corp.); and his latest, The Un- 
seen Harvesters (DuPont Co.). 

Then there’s the famed Ford 
Motor Company films such as 
American Cowboy, Men of Glou- 
cester, Pueblo Boy and Yellow- 
stone. Finally, those widely-popu- 
lar sports subjects for Nash Mo- 
tors: Out of the North, Fishing in 
Alaska and Hunting in Alaska. 


But motion pictures were not 
Larry Madison’s original love. He 
had made a successful career as a 
still photographer years before he 
ever peeked through the finder of a 
movie camera. Eager to concen- 
trate on photography, Larry was 
graduated from the Pennsylvania 
State University in three and one 
half years and went off to New 
York to be a photographer. 

After studying for a short time 
at the Clarence H. White School 
of Photography he decided to set 
up his own business. The next 
five years that he spent as a com- 
mercial still man he considers to 
be the most valuable training he 
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Larry Madison: the Man and His Camera 


A Werd Portrait of a Dedicated Maker of Many Prize Films 


by Robert Seymour, Jr. 


has ever had for motion picture 
work. 

Working for such hard-won 
clients as General Foods, Coty, 
Black Starr, Jensen, etc., Madison 
taught himself to be a table-top 
perfectionist. He remembers 
spending literally hundreds of 
hours working on a silver tea set 


or a diamond necklace. After liv- 
ing with a thing like that for a 
couple of weeks you finally learn 
about light, and what it can do, 
he says. 

2 


In 1942, Larry Madison met 
Willard Van Dyke, a dean of 
documentary film-makers then, as 
now. Van Dyke gave him some 
still work to do and began to in- 
terest him in motion pictures. The 
more Larry thought about the 
challenge and rewards of making 
pictures move, the more fascinated 
he became. 

Finally, late in 1942, he aban- 
doned his first career and joined 
Van Dyke and Herbert Kerkow 
as an apprentice. He did a little 
bit of everything in this job from 
sweeping up to assistant in every 
branch of film-making: photog- 
raphy, editing, sound, writing, di- 
recting, etc. 

Herbert Ke rkow remembers 
teaching Larry Madison how to 
operate a camera. The lessons con- 
sisted of setting up all the equip- 
ment in a field, shooting two feet 
of film, tearing all the gear down, 
packing up, moving to another 
corner of the field, setting up... 
and so on until well into darkness. 

“After several days of this,” 
Kerkow says now, “Larry would 
hardly speak to us, but I'll bet 
he’s never forgotten how to set 
up quickly under any conditions 
since then.” 

Larry remembers Van Dyke and 
Kerkow as hard task-masters but 
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the best teachers in the world. 
“You had so much to do all the 
time you just had to learn.” 

One time, making a Navy 
training film, Madison was sent 
all alone with a complete 35mm- 
outfit to direct and film a beach- 
landing by an amphibious task 
force in Florida. The night before 
the big scene, he broke his leg, but 
next day, cast and all, the one- 
man crew was out on the beach 
making 180° pans and bringing 
back outstanding footage that 
some Navy men remember today. 

After two more films for Her- 
bert Kerkow, Madison went to 
work for the Office of War In- 
formation as cameraman, in 1943- 
1944. Some of his credits then 
were: Steel Town; The Cumming- 
ton Story; The Town; Pacific 
Northwest, U. S. A.; and Dnited 
Nations Conference. 

After the war, Madison joined 
Transfilm, Inc., which had signed 
a contract with Ford Motor Com- 
pany to produce three films on 
different aspects of Americana. On 
these three films, which Larry 
Madison photographed and di- 
rected, was born the reputation 
which led to his later work with 
the elite of American film spon- 
sors. The three films were Men of 
Gloucester, Pueblo Boy, and 
Southern Highlanders. 

Just three people made up the 
crew and did all the production 
w ork — including synchronized 
sound—on these films. Larry was 
director and photographer, Bur- 


. a master of outdoor films is 


Story of a Film Maker 


ton C. “Jack” Rowles was writer, 
and Rodney Albright helped in 
all categories. The three, with 
their wives and children, lived 
together, camped out together, 
and thought of nothing else but 
the films for several months at a 
time. “I still say that is the best 
way to make pictures,” Larry 
Madison says now. 
e 

After returning to Willard Van 
Dyke briefly in 1947 to photo- 
graph Bryn Mawr, Madison met 
two men, Judd L. Pollock and 
Paul O’Haire, who were working 
out plans to form a film produc- 
tion company. Together with Pol- 
lock, who had been an executive 
at Young & Rubicam, and 
O’Haire, who was a well-known 
commercial art representative, 
Madison became part of the MPO 
trio, the nucleus of a company 
which has since become one of 
the largest and most prosperous 
in the country. 

(O’Haire felt a call to other 
pursuits soon after the company 
was organized and left MPO. He 
is now the proprietor of a very 
successful hunting and fishing 
camp in New Brunswick. Larry 
says, “I don’t think Paul has ever 
envied any of us one bit.”’) 

MPO had no silver spoon in 
its corporate mouth in its early 
life. Existence was precariousness- 
plus. The office was a tiny room 
at the Yale Club and the clients 
were none. 

The first man to take a chance 
on the young company was Frank 
Howe, of Pan American. He sent 
them to do a Wings to . . . type 
of thing on Hawaii, and with 
Howe’s typical genius for finding 

and getting the most out of— 


making his mark within industry. 
































































































































































































































































“It Takes Living With 
a Film and Loving 


It for Days on End” 


talent, the picture was a_ solid 
success—it stands up well today, 
12 years later. 

Both Madison and Pollock 
were—and are—enthusiastic out- 
door types, and with their con- 
nections in the sportsmen’s world 
a clientele was gradually built up. 
George Mason, President of Nash 
Motors, and Ed Zern, of Geyer, 
Newell, and Ganger, the Nash 
agency, sponsored Fishing in 
Alaska, Hunting in Alaska, and 
Out of the North, pictures which 
are still classics in any list of out- 
door films. 

But it was paradoxical that 
Madison, the table-top still photo 
expert, the man who had made 
his living lighting up things like 
silver tea sets, was now confined 
almost entirely to “fish and duck” 
pictures. It took several years to 
end this typecasting but Larry 
finally was making his mark not 
only as an outdoor cinematog- 
rapher nonpareil but as director 
and photographer of such “in- 
door” masterpieces as Decision 
for Chemistry, Fibers and Civili- 
zation, and The World That Na- 
ture Forgot. 

S 


In 1958, Madison was now a 
principal executive of an MPO 
Productions which had grown out 
of all recognition from the one- 
room operation of 1948-1950. He 
found himself obligated to work 
on too many films at once—to not 
only produce his own films, but 
to supervise other producers on 
the MPO staff. It got to be so 
frustrating to the intense personal 
film-making side of his nature 
that one day he decided to end 
the problems and get away from 
the administrative headaches of 
the company. 

Although he sold his interest 
in MPO back to the company, 
Madison maintains an office there 
and uses all the facilities of the 
company for the films which he 
works on himself—his own pro- 
ductions—within the MPO frame- 
work, 

Madison thinks he is as mis- 
cast as a commuter as he was as 
an administrative businessman. 
500 hours a year spent going back 
and forth from Scarsdale are too 
much, he thinks. Several years 
ago he bought some land on a 
lake in Northwestern Connecticut, 
cleared the land and built a house, 
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himself. He has editing rooms 
there, and in Scarsdale, would 
like to be able to take on two or 
three films a year, do much or all 
of the work himself in his lake- 
side retreat. 

The Madison household con- 
sists of Mrs. Madison, two sons, 
Larry and Alan, and 20 beagles. 
Peggy Madison is Larry’s alter ego. 
She has a master’s degree in eco- 
nomics, has headed the Scarsdale 
PTA, is active in the League of 
Women Voters. 

Of the two boys, Larry is in- 
terested in films, acting, would 
like to be a film director, and is 
majoring in dramatics at Stanford. 
Alan, the younger, is a Huckle- 
berry Finn character who'd rather 
be out in the woods and fields 
than indoors. The beagles are a 
hobby Larry has carried on for 
many years—to breed very small 
beagles able to compete success- 
fully in the field with larger dogs. 

© 

The Madison credo of film- 
making is as controversial as the 
man, himself. Producing compa- 
nies mean practically nothing to 
the success of a film, he thinks. 
Any film company can do an ade- 
quate job. But three people are 
all-important—the writer, the di- 
rector, and the cameraman, and 
of these the cameraman will make 
or break the average sponsored 
film. 

In the average industrial or 
commercial film the strength of 
the film lies first in the writer’s 
originality and freshness in pre- 
senting the story of an industry 





or one of industry’s problems and 
second in the skill of the camera- 
man or the director, if he is an 
artist and topnotch visualizer. 

Most industrial films, in one 
way or another are, to employ a 
much-used expression, “a walk 
through the plant.” That expres- 
sion has become synonymous 
with “dull.” The client certainly 
does not believe his business is 
dull or he would not contract to 
make a film portraying it. 

Most any industry can be made 
exciting—it is just a question of 
how good is the cameraman’s eye 
and how well can the writer dig 
out an exciting story. Perhaps on 
some films of very routine content 
it may not be important that the 
picture be great, as long as it is 
clean and track is recorded well, 
but Madison believes that on most 
films the picture should sing with 
excitement and it is this aspect 
that separates the sheep from the 


goats. 
Of his personal film-making 
techniques, Larry Madison is 


noted for being able to hand-hold 
a camera with a steadiness and 
fluidity that defies detection. This 
allows him to achieve a casualness 
that cannot be duplicated on a 
tripod. As he is almost always his 
own producer and editor, as well, 
he can take chances—shoot quick- 
ly, even wildly sometimes—go 


way beyond the safe, prescribed 
shots. He is basically a complete 
film maker, knows _ instinctively 
what he has to get to put a se- 
quence together, what he needs to 
introduce the scene, the cutaway 
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shot. This comes so naturally to 
him that he never has to plan it 
in advance. 


For instance, in American Cow- 
boy there is a scene of the cow- 
boys having lunch at a big table 
on the grass and horsing around 
in typical cowboy style. One of 
the hands throws a glass of water 
on another, and a free-for-all be- 
gins. We can see this is just as 
natural a bit of high-jinks as can 
be imagined. It is one of the most 
delightful bits in the picture. If it 
had been staged, the cowboys 
would have frozen up, and the 
naturalness couldn’t have been 
duplicated in a hundred takes. 


It is this complete film maker 
quality and speed in recording 
situations like this that gives 
Madison’s films such a live and 
natural quality. 

Madison thinks that cameramen 
are too often restricted by scripts 
that call for “long shot of lunch 
table”—the script doesn’t ask for 
any more, the producer and spon- 
sor expect no more—sadly—and 
the cameraman just won't stick his 
neck out to try for more—won’t 
think he ought to waste the film. 


Larry points to the typical TV 
commercial. Such beautiful sets, 
beautiful actors, wonderful light- 
ing, but so pat, so static and 
phony as to be completely un- 
believable. 


Madison worries a great deal 
about where new talent will come 
from. He is sad about the current 
age of specialists—the division of 
film-making into dozens of restric- 
tive trades. 


“I don’t see how you can get 
real quality out of a group of peo- 
ple who are just working for a 
day’s pay,” he says, “it takes liv- 
ing with the film and loving it for 
days and nights on end. That’s 
the only way.” 

° 


And as for Larry Madison, 
that’s the way he hopes to work 
from here on in. He would like to 
take on two or at the most three 
films a year, films that he feels 
are really geared to his particular 
talents, and that he can take pride 
and pleasure in. “The pleasure of 
doing a film, the right film, can’t 
help but show up in the final prod- 
uct, giving it a lift and an extra 
dimension of quality,” he feels. 

Taking the time to do films this 
way would give the client a real 
bonus at the end. And the pleas- 
ure in providing that would, in 
turn, be all the bonus Larry Madi- 
son wants for himself. I: 
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Supplement to the llth Production Review 


Detailed Listings & Producer Reference Data to Add to Your Review Copy 


Metropolitan New York 


THE CHARTMAKERS, INC. 


408 Lexington Ave., New York 17, N. Y. 
Phone: YUkon 6-5900 


Date of Organization: 1931 
Date of Incorporation: 1940 


Edward A. Linker, President 
Clarence M. Le Peer, Vice-President 
Charles F. Rutzler, Secretary-Treasurer 


SERVICES: Complete creative and production fa- 
cilities for sound slidefilms, motion pictures, re- 
cordings, presentations, booklets, manuals, charts, 
maps, complete promotions, sales meetings. Fa- 
cILiTies: A staff of 100 writers, designers and 
artists, Oxberry animation stand, recording stu- 
dio (Ampex), type shop, silk screen department, 
printing department, photo studio. 


RECENT PRODUCTIONS AND SPONSORS 


MoTIoN Pictures: How to Publish a Magazine 
as Good as Business Week, The Fleet Owner 
(McGraw-Hill Publishing Co.). SLIDEFILMS: How 
to Sell to the School Market (School Management 
Magazine); The Watchman-Barney’s Big Blast 
(American Casualty Company); Marketing As- 
sistance Program (The Chilton Company); 
Bonded Dealer Program (Raytheon Company). 


DANECK PRODUCTIONS, INC. 


48 East 43rd Street, New York 17, New York 
Phone: MUrray Hill 7-3327-8-9 


Date of Organization: June, 1960 


Joseph J. D’Angio, President, Producer 

Dorothee M. Eckhardt, Vice-President- 
Designer 

Sigmund Sosiewicz, Treasurer-Head 
Photography & Sound 

George B. Comin, Secretary-Head 
Photography & Sound 


Services: Design and create audio-visual presen- 
tation in a “true-to-life” art and dimensional 
photographic technique. Slides in all sizes, sound 
filmstrips and slidefilms for sales promotion & 
training, personnel training, public relations, cor- 
porate stockholders’ meetings, industrial meet- 
ings, new product presentations. FACILITIES: 
Complete art department, photographic studio, 
script writing, personnel & equipment for loca- 
tion photography. 

RECENT PRODUCTIONS AND SPONSORS 
SLwweEFILMS: What Is Electronic Data Process- 
ing?, 1401 System announcement, 1410 System 
announcement, 1001 System announcement, (In- 
ternational Business Machines Corp.); Giant 
Steps to Mobil Economy Service in 1961 (Socony 
Mobil International); AT&T Wide-Area Tele- 
phone Service (N. W. Ayer & Son); Telpak 
(American Telephone & Telegraph Co.); Rem- 
ington Rand International Typewriter (Reming- 
ton Rand International). 


GRAPHIC VARIETIES, INC. 


145 East 49th Street, New York 17, N. Y. 
Phone: PLaza 2-2635 


Date of Organization: July, 1960 


Max J. Katz, President 

Stanley Turtletaub, Vice-President 
Michael Engelmann, Visual Director 

J. Wedgwood Murphey, Account Executive 


Services: Script writing, photography, art work. 
Live presentations, training meetings. FACcILI- 
TIES: Complete production facilities for above 
services. 
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RECENT PRODUCTIONS AND SPONSORS 
SLIDEFILMS: Words That Sell (Pepsi-Cola); V.O. 
for V.I.P. (Seagram’s Distiller Co.); Montage 
Workshop (Pepsi-Cola); This Is Macy’s 
(Macy’s); Metropolitan Millionaire’s Conference 
(Metropolitan Life Insurance). 


P.G.L. PRODUCTIONS INC. 


6 East 46th Street, New York 17, N. Y. 
Phone: YU 6-4530 


Date of Organization: February, 1958 


John S. Palmer, President 
Richard Lerner, Vice President chg. Sales and 
Adminis. 

Leonard Franklin, Secretary 

Henry Trettin, Producer-Director 

Alfred Viola, Producer-Director 

Franta G. Herman, Producer-Director 

Anthony Ciccolini, Supervising Editor 
SERVICES: Complete production of films for tele- 
vision, public relations, sales training and promo- 
tion, TV commercials and theatrical release. 
FACILITIES: Creative staff, complete editing facili- 
ties, small studio and screening rooms, and re- 
ciprocal arrangements for production in Paris 
and Rome. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION Pictures: Zero To Sixty (American Oil 
Company); Royal Purple (Monarch Wine); 
Nassau Speed Weeks (Columbia Broadcasting 
System). TV COMMERCIALS: Schlitz, CARE, AMOCO, 
DuPont. 


UNITED PRESS MOVIETONE PRODUCTIONS 


220 East 42nd Street, New York 17, N. Y. 
Phone: MUrray Hill 2-0400 


Date of Organization: August, 1960 


M. S. Greenman, Director of Sales & 
Executive Producer 

John J. Gordon, Executive Producer 

John Hughes, Production Supervisor 
SERVICES: Production of industrial, sales training 
and public relation films, TV commercials and 
library footage. FACILITIES: Sound stages, editing 
rooms, screening rooms, recording studio. 


RECENT PRODUCTIONS AND SPONSORS 


MOTION Pictures: Gray Hairs Wanted (General 
Development Corp.); Host to the World (Pepsi- 
Cola); Light Landings (DuPont); The Thomp- 
son Project (The International Nickel Co.); 
Watch America Grow (U.S. Steel). 


Mid-Atlantic: Virginia 


FINLEY FILMS 


6926 Mansfield Road, Falls Church, Va. 
Phone: CLearbrook 6-7700 


Date of Organization: 1955 


Stuart Finley, Partner 
Ralph Burgin, Partner 
Theodore Jones, Partner 


SERVICES: Motion picture production; television 
film and spot production; film-public relations 
services. FACILITIES: no data provided. 


RECENT PRODUCTIONS AND SPONSORS 


MoTION Pictures: Behind the Scenes (United 
Givers Fund, Washington, D. C.); City in Trou- 
ble (Federal City Council) ; George Washington’s 
River (United States Public Health Service) ; 
Good Riddance (Ohio River Valley Water Sani- 
tation Commission); Where You Live (United 
Givers Fund, Washington, D. C.). 


Met ropolitan Detroit Area 


WILLIAM DENEEN PRODUCTIONS 


16210 Meyers Road, Detroit 35, Mich. 
Phone: U Niversity 1-1673 


Date of Organization: 1954 


William Deneen, Producer 

Elmore Leonard, Script Supervisor 
Grace Garland, Writer 

Anne Rawley, Research 

James Finney, Finance 


SERVICES: Production of educational, religious, 
industrial and theatrical motion pictures. FAcILI- 
TIES: Sound stage 60’ x 60’; animation stand 
16mm and 35mm; stage lighting equipment; 
Mitchell and Arriflex cameras; cutting rooms; 
Oxberry animation camera; synchrones; sound 
recording equipment. 


RECENT PRODUCTIONS AND SPONSORS 
MoTION PicTURES: Wonderful World of Baking: 
Story of Bread (Awrey Bakeries, Inc.); Opera- 
tion Giant (Udylite Corp.); The Touch of His 
Hand, Heart of a Man, Threshold of Terror, The 
Little Ones, The Secret World (Pontifical Insti- 
tute of Mission Extension); Eskimo Family, 
Indonesia: New Nation of Asia, Hawaii, the 50th 
State, Spain in the New World, Arts and Crafts 
of Me xico, Pablo and His New Shoes (Encyclo- 
paedia Britannica Films); The Man Who Has 
Everything (The Franciscan Fathers). 


GROUP PRODUCTIONS, INC. 


3600 W. McNichols Road, Detroit, Mich. 
Phone: UNiversity 4-3700 

William J. Pearce, President 

Tully F. Rector, Vice-President 

Michael Brown, Secretary 

Robert Bereten, Production Manager 
Delavan Smith Lee, Sales Manager 
BRANCH OFFICE: 

209 E. 48th Street, New York 17, N. Y. 


SERVICES: Production of TV commercials, sales 
promotion, sales training and public relations 
films. FACILITIES: Animation, live-action, editing, 
animation stand, shooting stage. 


RECENT PRODUCTIONS AND SPONSORS 
Motion Pictures: Life 1960’s (Life Magazine) ; 
Spring Safety, Parts Warehouse (Campbell 
Ewald Company); Oldsmobile 1960 Introduction 
(D. P. Brothers); Ford Introduction 1960 (J. 
Walter Thompson). TV ComMMERCIALS: for Ford 
(J. Walter Thompson); Chevrolet (Campbell 
Ewald Company); Heinz (Maxon, Inc.). 


Ohio Cities: Cleveland 


REYNOLDS & HOWE FILM ASSOCIATES 


165 East 191st Street, Cleveland 19, Ohio 
Phone: IV 1-1127 


Date of Organization: January, 1946 


Donald H. Howe, Producer-Writer 
Ernest M. Reynolds, Technical Producer 


SERVICES: Writing and production of motion pic- 
tures, motion slidefilms, sound slidefilms and film 
strips for sales promotion, sales and service 
training, public relations and product informa- 
tion. FACILITIES: Mitchell, Bell & Howell and 
Cine-Special camera equipment; slidefilm anima- 
tion and processing; full complement of mobile 
lighting; Ampex tape and magnetic film sound 
with Ranger tone sync. drive. 


RECENT PRODUCTIONS AND SPONSORS 
MoTION Pictures: Dealer & Sales Training Pro- 
gram (Standard Oil Co. of Ohio); Pump Island 
Training Films (South Penn Oil Co.); Sales 
Promotion Film (Warner & Swasey Co., Gradall 
Div.); Sales Promotion Film (Young Spring & 
Wire Corp., Equipment Div.). SLIDEFILM: 
Product information film (Towmotor Corp.). 




























































































































































































































































































































Ohio Cities: Dayton 


L. E. O’NEIL & ASSOCIATES, INC. 


P. O. Box 2238, Kettering Station, Dayton 29, 
Ohio 
Phone: 298-7261 


Date of Organization: 1947 


L. E. O’Neil, President 

Wayne M. Yoder, Vice-President & Director of 
Technical Publications 

W. Walker Lewis, Jr., Secretary 

George W. Houk, Director of Graphic Design 

William G. Ditzel, Director of Film Production 


Services: A complete communications service: 
motion pictures, filmstrips, graphic arts, techni- 
cal publications, engineering services. Every 
phase may be produced on a “Script-to-Screen” 
or partial basis. FAactLities: Motion and still 
cameras, Auricon, Cine-Special, Bell & Howell, 
Speed Graphic, Graphic View, Rollieflex, 11 x 14 
Miller-Trojan Copy Camera; Sound Equipment 
Ampex, Bell, Wollensak; editing and lighting fa- 
cilities; studid and animation facilities arranged 
according to production requirements. 


RECENT PRODUCTIONS AND SPONSORS 
MorTion Pictures: The Manufacture and Meas- 
urement of Hydraulic Servo Valves (Sheffield 
Div., Bendix Corp.) ; Be yond the Meter (Dayton 
Power & Light Co.); The University of Dayton 
(The University of Dayton); New Concepts of 
Laundering (Frigidaire Div., General Motors 
Corp.); The Preselection and Programming of 
Radial Drilling (Carlton Machine Tool Co.). 


Metropolitan Chicago 


ZAPEL STUDIOS INC. 
615 N. Wabash, Chicago 11, IIL. 
Phone: SU perior 7-2755 
Date of Organization: Sept., 1954 


Owen A. Zapel, President 

William Langdon, Gen. Mgr. 
Services: Film animation—cartoon & technical; 
photography—still and motion picture, sales 
meetings art; slide film; strip film; cellomatic 
projection. FAcILities: Three floors; seven ar- 
tists; layout, lettering and animation stands 
Oxberry Optical Printer, Moviolas, etc.; 2,000 ft. 
photo studio with full working kitchen; 16 and 
35mm Interlock projection room. 
RECENT PRODUCTIONS AND SPONSORS 
MorTion Pictures: films for Encyclopaedia Bri- 
tannica Films, Central Scientific Co. SLIDEFILMs: 
for Schlitz Co. and U. S. Gypsum. TV CoMMER- 
CIALS: Schlitz Brewing Co. CELLOMATIC FILMS: 
Sunbeam Corp. Sales Meeting. 


Ed. Note: For quick reference, mount this 
page in your 11th Annual Production Review. 
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Midwest: Wisconsin 


SAGER FILM PRODUCTIONS 

1531 W. Bonniwell Road, Mequon, Wis. 

Phones: CHestnut 2-2840; 2-2375 

Date of Organization: January, 1945 

C. G. Sager, President 

Milton R. Rewey, Sales Manager 

Gilbert Manalli, Production Manager 
Services: Complete sales promotions, multi- 
media presentations, 16mm films, filmstrips, TV 
spots. FAaciLities: Recording/shooting studio, 
carpenter shop, stage, permanent sets, syn- 
chrones, recorders, special lightweight equipment. 
RECENT PRODUCTIONS AND SPONSORS 
MoTION PictuRES: The Algoma Story (U. 8S. Ply- 
wood Corp.); Your Wisconsin (The Milwaukee 
Journal); Seintillite (Spincraft Corp.). FILM- 
strip: Task Force (Joseph Schlitz Brewery). 


West Coast: Hollywood 


UNIT ONE FILM PRODUCTIONS 

5909 Melrose Avenue, Hollywood 38, Calif. 

Phones: HO 2-3371; OL 4-6291 

Date of Organization: 1959 

J. C. Frandsen, President 

BRANCH OFFICE: Scandia Films, Steen 

Blichersvej 1, Copenhagen, Denmark. 

Services: Motion picture production, 16mm and 
35mm, black and white and color, for informa- 
tion, education, public relations and public serv- 
ice—based on motivational research; 35mm black 
and white or color inserts or sequences, com- 
mercials. FActILities: Special services include 
airphotography, underwater photography and 
micro and macro photography. 
RECENT PRODUCTIONS AND SPONSORS 
MoTION Pictures: Keep It Clean, Tahiti Holiday 
(Standard Oil Co. of Calif.); The Hayes Story, 
Now Europe (Hayes Spray Gun Corp.); Feath- 
erock (U. S. Pumice). 


West Coast: San Francisco 


FRASER PRODUCTIONS 
Columbus Tower, San Francisco 11, Calif. 
Phone: YUkon 2-9988 
Date of Organization: September, 1953 


Thomas H. Fraser, President & 
General Manager 

William A. L. Guest, Sales Manager 

William E. Tate, Director of Traffic and 
Production Controls 

Miss Jeanne Pedder, Controller and 
Office Manager 
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FRASER PRODUCTIONS: 


CONTINUED 


SERVICES: 16 & 35mm production of business and 
industrial films for sales, training and public re- 
lations, including: research & script writing, 
story boards, original photography (studio & 
location), sound recording, and editing. Produc- 
tion of filmstrips; slides and “finishing opera- 
tions” for client footage. 

RECENT PRODUCTIONS AND SPONSORS 
MOTION PIcTURES: Instrumental in Your Future 
(Beckman Instruments, Inc.); Latin for Learn- 
ing (DUX, Inc.); Telephone newsreels (Pacific 
Telephone); Any Questions? (United Crusade- 
Community Fund); Ultramicro Analytical Sys- 
tem (Spinco Div. of Beckman Instruments, Inc.). 
SLIDEFILM: Coast to Coast (Vanpac Carriers, 
Inc.). 


Pacific Northwest: Seattle 
HANSOM & ASSOCIATES, INC. 


117-1st Avenue North, Seattle 9, Wash. 
Phone: ATwater 3-5350 


Date of Organization: July, 1959 


Albert H. Hansom, President 

Burnart Wolfe, Manager 

Richard Jarvis, Director 

BRANCH OFFICES: 

Hansom & Associates, Inc., 412 Churchill Road, 
McLean, Va. 

Hansom-Cygnet International, Melbourne Road, 
Bushey-Herts, London, England. 


SERVICES: Production of industrial-documentary 
motion picture and educational films. FACILITIES: 
Seattle: Complete production facilities and staff 
for writing-direction-photography-editing all 
types of 16mm and 35mm motion pictures except 
complex animation. London: production facilities 
as above including complex animation, staff com- 
posers for original musical scores. 

RECENT PRODUCTIONS AND SPONSORS 
MOTION PicTURES: 707-Year One, 1960-Transport 
Report (Boeing Airplane Co.); A. O. G—Manu- 
facturing Svs. (B. O. A. C.); Spot Commercials 
(Seattle First Nat. Bank); Poultry Progress 
(Heisdorf & Nelson Farms). 


International: Canada 


CANADA FILMS 


9 Pinehurst Cres., Islington, Ontario 
Phone: BElmont 9-6758 


Date of Organization: January, 1959 
Earl L. Clark, Managing Director 


SERVICES: Production of 16mm and 35mm motion 
pictures, specializing in public relations, indus- 
trial, business, governmental and travel films; 
sound filmstrips and slide presentations for busi- 
ness and industry. FACILITIES: Research and 
script services, editing facilities, photography; 
animation, recording, artwork, printing as avail- 
able to producers. 


RECENT PRODUCTIONS AND SPONSORS 


MorTiIon Pictures: Legacy of the Valley (Met. 
Toronto & Region Conservation Authority) ; New 
Era in Sausage Manufacturing (The Griffith 
Laboratories); Royal Visit (Township of Etobi- 
coke). Frumstrips: Community Alive, Homes of 
Elliot Lake, Investment of Talents, Ore to Oxide, 
Search Pattern (Rio Tinto Mining Co.). 


lith Preduction Review Is Sold Out! 

Sorry, no further orders for extra 
copies of that big 11th Annual Produc- 
tion Review can be filled. It’s completely 
sold-out! Your new BUSINESS SCREEN 
subscription will include the 1962 An- 
nual Production Review issue. ig 
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Director Forney Miller; 
John Goerg of 


cameraman 
GE’s a-v operation 


“People With Purpose” Brings 
Employers 


A 


sion 


Schenectady Story 


city fighting against the grad- 
ual decline of jobs and ero- 
of economic health took a 
major step toward eventual solu- 
tion of the problem by heralding 
its benefits for business program 
in a new 20-minute 16mm film. 

The core of a broad program of 
self-help, People with a Purpose 
is a cooperative effort of the peo- 
ple of Schenectady, New York, 
and the Schenectady County. The 
film points out the availability of 
up-state New York’s wealth of 
natural resources, proximity of 
all kinds of transportation and, 
most important, discusses the 
community’s surplus of skilled 
workers. 

Divided into two segments, this 
poignant film first shows the drama 
of the city by flashes of its build- 
ings which range from post revolu- 
tionary houses to ultra-modern 
homes and factories. The second 
section breathes life into the city 
by adding its most important ele- 
ment—its people 

Using both black and white and 
color, the picture graphically de- 
tails the industrial, cultural and 
recreational activities of the Sche- 
nectady area which have already 
brought two and one-half 
million new payroll dollars to the 
community. It is expected to sub- 
stantially aid the economic picture 
by interesting management of in- 
dustrial, commercial and service 
organizations in locating in the 
Schenectady area 

About one and one-half 
in the making, the documentary 
film was produced as a community 
service by General Electric Com 
pany’s Audio-Visual Communica- 
tions Operation 

More than 40 musical selections 
are contained in the 16mm film, 
and over 245 Schenectady citizens 
contributed to making the 
mentary 

It is available to management 
groups who might be interested in 
relocating by writing to: SIDC, 


over 


years 


docu- 


54 


Case Histories of Current Business Films 


246 
Ne WW 


State Street, Schenectady, 
York Ly 


Bethichem'’s “This Is Steel” 


New Available on Free Loan 


The drama of steel—its making 
and shaping—is unfolded in 33 
action-packed minutes in This Is 
Steel, Bethlehem Steel Company’s 
new 16mm sound-and-color edu- 
cational film now available for 
group use. 

This new 
earlier black 


film replaces three 
and white films: 
Highlights In Steelmaking, Parts 
I and II, and This Is Steel, which 
go back as far as 1941. More than 
3,000,000 viewers have seen these 
three pictures during the two dec- 
ades in which they were in use. 
Steelmaking and motion pic- 
ture-making techniques are 
brought up to date in the new 
This Is Steel. \t is suitable for au- 


Scene from 


diences of high school age level or 
above, as it provides a general- 
ized, educational look at modern 
steel manufacturing. 

Both open hearth and electric 
arc steelmaking processes are 
shown, as well as the shaping of 
steel through various processes 
such as sheet, rod and wire, forg- 
ings, and tool steel, among others. 
The importance of quality control 
and of human skill is repeatedly 
emphasized. 

A print can be secured from 
the nearest of 30 Modern Talk- 
ing Picture Service offices, nation- 
wide. ig 

* * * 
Vision Associates Films 
for Washington Gas & Light 

Production has begun on a new 
public relations film to be spon- 
sored by the Washington Gas & 
Light Company, which serves the 
District of Columbia and environs. 
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Gordon Graham (1) 
so output suffers: 


can’t delegate 
story below 
“Breaking Delegation Barrier” 
Shows How to Use Authority 

Helping supervisors to over- 
come their fear of delegating au- 
thority and responsibility to their 
subordinates is the aim of a new 
30-minute film from Roundtable 
Productions. 

Breaking the Delegation Barrier 
is the sixth release in Roundtable’s 
series of supervisory development 
films. The technical consultant for 
this film with personnel implica- 
tions was Dr. John Gerletti. 

The method employed is to 
develop an understanding of dele- 
gation and what it can do to in- 
crease efficiency and promote per- 
sonal growth at all levels of man- 
agement. 

A realistic story is told of a 
company faced with expansion 
and a rush contract. It shows how 
authority was delegated to three 
department heads and how each 
man almost fails to meet the con- 
tract deadline due to his fear of 
delegating work to his subordi- 
nates. 

Three cases are examined: in 
the first, a designer is not willing 
to let his men take over some of 
the work because he fears losing 
his job satisfaction; in the second, 
a comptroller-supervisor makes an 
attempt at delegation, but, be- 
cause he fears mistakes, he reacts 
too strongly when one is made— 
his men are then unwilling to 
make decisions for themselves for 
fear of the possible repercussions; 
in the third, a young supervisor 
in charge of expediting fears one 
of his men is threatening his au- 
thority by trying to “build an 
empire for himself.” 

In each case, Breaking the 
Delegation Barrier shows how 
fear was overcome and the process 
of delegation was able to benefit 
the company, the supervisors and 
the workers. 

For information on the film or 
preview prints, write the producer, 
Roundtable Productions, 275 
South Beverly Drive, Beverly 
Hills, California. ma 
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for opening frames of a useful 
sales tool in the field. 
Animated sequences use 
the 3-D technique to present 
the complex story of the eight 
essential amino acids, the 
“building blocks” of protein, 
and how they are used by the 
body. ig 
* * * 
Knox Gelatine Sponsors 
“A More Attractive You” 


Knox Gelatine, Inc., is the 
sponsor of A More Attractive 
You, recently produced by 
Greenwich Productions and 
currently available nationwide 
through regional film libraries 
of Modern Talking Picture 
Service, Inc. 

Of special interest to girls 
and women, Knox provides 
beauty hint booklets for each 
showing as a reference tool for 
club program chairmen and 
home economics teachers who 
are expected to book this 
colorful subject in the months 
ahead. ig 

* * * 
Keuffel & Esser Names 
Burtis as A-V Manager 


The appointment of Eric F. 
Burtis to the newly-created 
post of Audio-Visual market 
manager has been announced 
by the Keuffel & Esser Co. 
Company’s first step toward 
active participation in the a-v 
market ties into its long-estab- 
lished manufacture of artist 
supplies and precision optical 
components. 
A former a-v product man- 
ager on the West Coast for 
Technamation, Burtis was also 
western regional manager of 
audio-visual products for the 
Ozalid Division of General 
Aniline & Film Corp. Prior to ; 
that he was Chief, Film and PUTTING A NEW LIGHT ON THE SUBJECT Answers every photographer's and _cinematog- 
Equipment Exchanges, U. S. (OF LIGHTING) rapher's requirement! The New NOVA-TWIN-LITE 
Army Signal Corps’ Pictorial delivers TWICE the light... at HALF the weight! 


Service. a ari R REVOLUTIONARY, NEW Find out why the formula that is creating more 


ey —- mn eI fuss, than Einstein’s theory of relativity, with pho- 
Smm Sound Conference Wi ff) \\ TAI N - I | WE tographers and cinematographers is: 
ee N 0 WAS ‘ N = 4 HI IS $74.95 — 3000 W per Ib. 

A Conference on 8mm 
Sound Film & Education, 


sponsored by the Project in 
Educational Communication, > Call... Write...(or better yet) Visit our Beautiful New 


ee Sehnert AUDIO-VISUAL ENGINEERING & EQUIPMENT CENTER 


lege, Columbia University, on 

November 8, 9 and 10. ICTRONICS : 

aie EE te Pesan ORPORATION 236D East 46th Street, New York City 17 
Sessions will provide an op- 


YU 6-3713 Dealer Inquiries Invited 


portunity for leaders in educa- 
tion and industry to meet for 
analysis and review of this 
new dimension in filmed com- 
munications. Wy 
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Joseph Kilmartin to Head 
MPO Sales Meetings Division 

Joseph F. Kilmartin has joined 
MPO Videotronics, Inc., as presi- 
dent of the company’s specialized 
division, MPO Sales Meetings, 
Inc., Judd L. Pollock, president of 
the production firm, has an- 
nounced. 

Kilmartin comes to MPO with 
experience in industrial film pro- 
duction and sales, show business, 


Sales meeting Chief Kilmartin 


radio and TV programming. A 
former vice-president of Trans- 
film-Caravel, Inc., he has 
been associated with Depicto 
Meetings, Inc., and Cellomatic 
Corp. He has produced sales meet- 
ings, traveling shows, and closed 
circuit TV for leading American 
companies including General Elec- 
tric, I. B. M., Shell, Colgate and 
American Motors. In 1951, he 
produced 20 industrial shows used 
by NBC. 

Kilmartin is a frequent lecturer 
before business groups on the 
topic of showmanship in business. 


also 


* * * 


Gevaert Appoints Maillard as 


Manager of Industrial Sales 


Claude Maillard is the new 
manager of Industrial Sales for 
The Gevaert Company of Amer- 
ica, Inc. Prior to his appointment 
he was Denver district manager 
for the film manufacturer and has 
been with the company for 16 
years. He will headquarter at New 
York City i 

> + * 
Kelly 


Post at Gerdon Enterprises 


to Sales Engineering 


Mike Kelly has joined Gordon 
Enterprises, North Hollywood, 
Calif., manufacturer of specialized 
photographic equipment. Former- 
ly Director of Photography for 
Douglas Productions, Chicago, and 
more recently with Convair-Astro- 

nautics, San Diego, he will take 
over the sales engineering respon 
sibilities at Gordon. 
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Cel. Brodsky Heads S.0.S. 
Rental, Leasing Department 

Lt. Col. Harry Brodsky, USAF 
Res., has been made supervisor of 
the newly expanded rental and 
leasing department at S.O.S. 
Photo-Cine-Optics, Inc., in New 
York. He comes to the organiza- 
tion with a varied background in 
both still and cine photography, 
dating back to military service 
where he shot detailed aerial as- 
signments from over 20,000 ft. 
For the past five years Brodsky 
has been associated with Mark 
Shaw Studios in New York. 

In addition to primary duties in 
the rental and leasing department, 
Brodsky will be in charge of the 
company’s technical assistance and 
consultation service to film pro- 
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Cincinnati manager Gaughan 


Gaughan te Manage Cincinnati 
Offices for Wilding, Ine. 

B. W. (Bill) Gaughan will man- 
age the Cincinnati office of Wild- 
ing, Inc., according to announce- 
ment by H. Williams Hanmer, 
president. This Ohio office has 
joined the Central Division of the 
company under the direction of 
vice-president L. T. Young. Gaug- 
han will serve clients in Indiana, 
Ohio and Kentucky. 2 

* * * 
Ro lIannelli to Head Sales 
at Lane-Cole-Dietz, N. Y. 

Ro Iannelli has joined Lane- 
Cole-Dietz Corporation of New 
York, producers ofindustrial 
films, meetings and custom-tai- 
lored visual aid programming, as 
vice-president in charge of sales. 
As part of LCD’s program to en- 
large its present services, “he will 
enable us to broaden areas of 
service and programming for cli- 
ents,” Joseph Cole, president, said. 

The former president of RO 
Film, Inc., of Rome, Italy and 
New York, began his career some 
years ago as producer of Teenster 
Champions, a Denver regional 
show, and has since produced 
many other local, regional and na- 
tional programs. I’ 

* * * 
Porter to Direct Operations 
at Gerald Preductions, N. Y. 

Ralph Porter has joined Gerald 
Productions, a division of Adver- 
tising Radio and Television Serv- 
ices, as director of production. He 
has been previously associated 
with Van Praag Productions. 

Porter is a veteran motion pic- 
ture producer, director and writer 
whose latest feature film, After 
Mein Kampf, has just opened in 
New York. Also included among 
his credits are Robert Moses’ doc- 
umentary film, Highway Dollars 
and Sense, the Murrow-McCarthy 
Debate for Freedom House, and 
the National Restaurant Associa- 
tion’s Billion Dollar Dish. Ue 
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Stone heads Movielab sales 


Movielab Appoints Burton 
“Bud” Stone to Direct Sales 

Ben Bloom, vice-president in 
charge of sales for Movielab Film 
Laboratories, Inc., has announced 
the appointment of Burton “Bud” 
Stone as sales manager for the 
New York firm. 

Formerly general manager of 
Consolidated Film Industries, 
Eastern Division, Stone has also 
been associated with one of New 
York’s major advertising agencies 
as director of technical operations. 

* * * 
Hicks to Direct Midwest 
Sales for M.G.M. Division 

Metro-Goldwyn-Mayer’s Com- 
mercial and Industrial Division 
has announced the appointment of 
Robert Bruce Hicks as director of 
sales for the Central Division in 
Chicago. 

A native Chicagoan, Hicks has 
been associated with various facets 
of industrial marketing and en- 
tered the field of business films six 
years ago. Ly 

* * ce 
Woolley to Sapervise Editing 
for Marathon Intl, N. Y. 

James Woolley has joined the 
staff of Marathon International 
Productions in the capacity of 
supervising film editor. He was 
formerly associated with the Na- 


ee 
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tional Foundation and RKO Radio 
Pictures. iy 
* * * 
Minnerly a Director-Editor 
for Atlas Film Corporation 
William G. Minnerly, formerly 
with Wilding Inc., has joined the 
staff of Atlas Film Corporation, 
Oak Park, Ill. He has been ap- 
pointed director-editor of Atlas’ 
motion picture division. Ng 
* * * 
Miller Heads Slidefilm Division 
Louis E. Miller is the newly- 
appointed production manager of 
the Slidefilm Division, Atlas Film 
Corporation. A 20-year veteran, 
formerly with Wilding, Inc., Miller 
joined the Oak Park, Illinois, com- 
munications’ firm on July 31st. 


* * * 


Rebert Clark te Washington 
for Chapman 5 Preductions 

Chapman 5 Productions, Inc., 
of Glendale, Calif., will open a 
branch office in Washington, D.C., 
where Robert J. Clark, long affili- 
ated in audio-visual productions, 
will head up operations. 

Clark, former president of Com- 
mand Productions of Washington, 
D. C., has worked for such agen- 
cies as the Bureau of Census, the 
U. S. Coast Guard, and the Office 
of Price Stabilization. He has 
written dramatic and _ slidefilm 
scripts for the American National 
Red Cross. i 

*K * ue 
Sponsors Film Service, N. Y. 
Names John Maxson for Sales 

John H. Maxson has joined the 
executive sales staff of Sponsors 
Film Service, New York, a divi- 
sion of Advertising Radio and 
Television Services, Inc. He was 
formerly associated with Modern 
Teleservice and Esso Standard 
Oil. Sponsors Film Service is the 
print procurement and distribution 
branch of Advertising Radio and 
Television Services. , 
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RENTAL 


EQUIPMENT 
IS 


RELIABLE! 


CAMERAS: 

Mitchell — BNC, NC, Hi- 
Speed, 16mm. 

Arriflex — 35mm & 16mm 
with blimps. 

Auricons, etc. 


LIGHTS: 


Arcs, Inkies, Spots, Cones. 
Generators, cables & grip 
equipt. Accessories. 


ACCESSORIES: 
Zoom Lenses, Crab Dollies, 
Mike Booms, Motors, etc. 


EDITING: 


Moviolas, Hot Splicers, 
Synchronizers, Sound 
Readers, etc. 


Everything for Film Production 


Name 


Firm 


CAMERAS 
LIGHTS 
ACCESSORIES 


Our rental equipment is 
immaculate, checked 
and rechecked, per- 
fectly adjusted and 
ready on time. You'll 
find our prices com- 
petitive, our service 
unexcelled. We sug- 
gest you call early and 
reserve the equipment 
you need, because 
there’s always a heavy 
demand for our kind of 
equipment and service 
... but we'll always 
make every effort to 
supply you in short- 
notice emergencies, 
too. 


CALL 
MU 2-2928 


FLORMAN 
& BABB, INC. 


68 West 45th Street, 
New York 36, N.Y. 


Gentlemen: Please send me your 


complete Catalog of Rental Equipment. 








Address 














musifex inc 


45 w. 45 st., n. y. c. 


BRAND NEW 
MUSICAL SOUND EFFECTS 


e@ A unique and inexpensive library of 
musical sound effects is now available on 
two LP records (4 sides) for outright 

sale with full rights for any use. 


e@ Pings, boings, drum rolls, cymbal 
crashes, tympani slides and booms, 
celeste bridges, xylophone glisses and 
slide whistles—practically any musical 


effect required. 


@ Particularly useful for accenting 
important points in industrial and television 
films, TV commercials and slidefilms 


FLY - PHONE - WIRE - WRITE NOW 


Sok Velazeo 














ci 6-4061 


La Xeli—p sete) ase aes melehblcinie) et 


* Consultants 
ce wb mele ht let -) a) 


* Salesmate 


creates 
selling 
slidefilms 
& motion 


pictures 


50 East 42nd Street, 


New York 17, N.Y. 
Murray Hill 2-3625 





EXECUTIVE NOTES: 
Marty Young in Exee Post 
at Keitz & Herndon, Dallas 
*& Larry F. Herndon, president of 
Keitz & Herndon, Inc., Dallas, has 
announced the appointment of 
Marty R. Young as director of 
live photography and business-in- 
dustrial films for the 11-year-old 
production firm. 

A native of El Paso, Young was 
executive vice-president and gen- 


Keitz & Herndon director Young 


eral manager of Motion Pictures, 
Inc., of Dallas, for the past two 
years. 

Young has a number of Ameri- 
can Film Festival and Columbus 
Film Festival award-winning mo- 
tion pictures to his credit. He 
produced and directed The Star 
Dry Story and The Justin Story, 
for Ranger Boot & Shoe Mfg. Co. 
and Justin Boot Co., respectively, 
award-winners at these events. 

He also directed and produced 
the Inside Football and Inside 
Basketball TV series, starring Bud 
Wilkinson of Oklahoma, for the 
National Guard and informational 
films for Texas Instruments and 
Bell Helicopter. 

At Keitz & Herndon, he will 
supervise both productions and 
handle industrial client relations. 


Coti, Howard in Exee Posts 
at Ad Radio & TV Services 

Edward Coti has joined Adver- 
tising Radio and Television Serv- 
ices as coordinator of publicity 
and advertising activities. He was 
previously engaged as a publicist 
for National Export Advertising 
Service and Ballantine Books. 

Mel Howard has joined Gerald 
Productions, a division of Adver- 
tising Radio and Television Serv- 
ices aS an account supervisor. He 
was formerly assistant advertising 
manager of NBC’s On-The-Air 
Promotion Department. Lae 


Charlotte Lee Coordinates 
Production at Dallas Studio 

Charlotte Lee, formerly with 
Benton and Bowles, Inc., New 
York, has been appointed produc- 
tion coordinator of Keitz & Hern- 
don, Inc., of Dallas. 

Previous to her association with 
the New York advertising agency, 
Miss Lee was promotion writer at 
KSYD-TV and promotion director 
of KFDX-TV, both of Wichita 
Falls, Texas. She also produced 
and emceed her own show, Cam- 
era on the Professor, at KTBC-TV 
in Austin. 

As production coordinator at 
Keitz & Herndon, Inc., Miss Lee 
will supervise talent and recording 
sessions. Ng 

oo ae o* 
VPI/Meonarch Organized for 
Cress-Country Film Services 

A new service, VPI/Monarch, 
Inc., has been organized to spe- 
cialize in cross-country production 
of filmed TV commercials. The 
combination of VPI Productions, 








* Unique 
laboratory 
Service 


Process 16mm 


© EXTACHROME 
© ER (forcing available) 
© ANSCOCHROME *BEW 


Print and Process 16mm 


© EASTMAN 5269 
Color Rev. Dupe 
“BEW 
Sound Services 
*ALL under one roof. Hi-speed 
service and quality. Try us for 
regular or “‘On-location’ needs. 


Full information and price list 
available. 


CINE-CHROME 
LABS., INC. 


4075 Transport Street 
Palo Alto, California 











AUTHORIZED ‘RCA’ DISTRIBUTOR 
* 
16MM SOUND EQUIPMENT 
. 

SALES, SERVICE, PARTS, TRADES 
Free Illustrated Booklet, ‘C’ 
NATIONAL CINEMA SERVICE 
71 Dey St. © WO. 2-6049 ® N.Y. 7 
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New York, and Monarch Films, 
Hollywood, will offer such services 
as wire photo communication of 
story boards, set design sketches, 
photographs of permanent sets, 
talent composites and prospective 
locations to keep Eastern agency 
production departments current 
with all stages of Hollywood ac- 
tivity. Daily print service will be 
another key service offered by the 
new firm. 

Edwin T. Kasper, of VPI, will 
be president of VPI/Monarch. 
James H. Chapin and George 
Tompkins, of VPI, will be execu- 
tive vice presidents. 

VPI Productions, established in 
January, 1959, has increased its 
volume from $600,000 in 1959 to 
$1,500,000 in 1960 to a projected 
$2,500,000 for 1961. Monarch 
Films, established in June, 1960, 
had a volume for the six-month 
period ending December 31, 1960, 
of $500,000. Projected gross for 
1961 is $1,000,000. 

Outside of the cross continent 


QUALITY-BILT 
Film Shipping Cases 


Best quality domestic fibre 
Heavy steel corners for 
added protection 
Durable 1” web straps 
Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 
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service VPI and Monarch will 

continue to produce independently 

of each other. ae 
* cd * 

Movielab Sales, Earnings Set 

Record for Second °61 Period 

Sales and earnings of Movielab 
Film Laboratories, Inc., for the 
second quarter of 1961 were the 
best for this period in the com- 
pany’s history. President Saul 
Jeffee made the disclosure in a re- 
cent letter to shareholders. 

Sales for the quarter ending 
July 1, were $1,390,069, an in- 
crease of 10% over the like period 
last year. Net income after all 
charges and taxes was $60,675, 
equal to 19 cents a share on 
312,500 common shares outstand- 
ing at the period’s close. 

Movielab’s common stock has 
been accepted for listing by the 
American Stock Exchange, Mr. 
Jeffee noted. Trading should begin 
shortly, he added. Current opera- 
tions are being conducted on an 
around-the-clock basis, five days a 
week and completion is expected 
in September of a new black and 
white motion picture processing 
machine. Color facilities are also 
being enlarged to handle the influx 
of new business. we 

oe 1 6 
Britannica Center's Advisors 


Diseuss Programmed Learning 


An advisory board of distin- 
guished educators and scientists 
has been established to assist the 
Britannica Center for Studies in 
Learning and Motivation, located 
on the campus of Hollins College, 
Roanoke, Va. 

Allen D. Calvin, Director of the 
Center, announced that the board 
includes: Henry Chauncey, Presi- 
dent of the Educational Testing 
Service, Princeton, N. J.; John G. 
Darley, executive officer of the 
American Psychological Associa- 
tion; Alvin C. Eurich, Executive 
Director of the Ford Foundation; 
John R. Everett, Chancellor of the 
City University of New York; 
William Jansen, Professor of Edu- 
cation at Rutgers University and 
former New York City Superin- 
tendent of Schools; and Robert 
M. Hutchins, President of the 
Center for the Study of Demo- 
cratic Institutions of the Fund for 
the Republic. 

The group plans a discussion of 
the field of programmed instruc- 
tion. Standards for programmed 
learning and the role that the 
Britannica Center will play in the 
education field will be explored. 
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musifex ine 


45 w. 45 st., n. y. c. 


COMPLETE 
MUSIC & SOUND EFFECTS 
SERVICE 
¢ BACKGROUND MUSIC SCORING 
e SOUND EFFECTS 
¢ MUSICAL SOUND EFFECTS 
DISCS FOR OUTRIGHT SALE 


e INDUSTRIAL MUSIC LIBRARIES 
FOR LEASE... 


¢ ORIGINAL SCORES 
e SOUND EFFECTS LIBRARIES 
FOR SALE... 
Musifex talent proven on 
over 4,000 productions. 
FLY - PHONE - WIRE 
- WRITE NOW 


Sot Vclazco 














Just Finished . . . 
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... FOR YOUR NEXT PRODUCTION CALL 


HAVERLAN D !NDUSTRIAL-EDUCATIONAL-TV FILMS 


FILM PRODUCTIONS 104 w. 76th St., New York 23 + TRafalgar 4-1300 








Kodak's transistorized Pageant 
New Kodak l6mm Pageant Has 
Solid-State Sound System 


An all-new Kodak Pageant 16- 
mm sound projector, Model AV- 
126-TR, was unveiled by the East- 
man Kodak Company at the recent 
National Audio-Visual Trade 
Show in Chicago. Said to be the 
first 16mm motion picture projec- 
tor with a completely solid-state 
sound system, the projector can be 
turned on and put in operation 
immediately without a warm-up 
period. 

A seven-transistor, high-fidelity 
amplifier and one-switch control 
are principal features of the Model 
AV-126-TR. According to the 
company, the solid-state sound 
system means longer, more eco- 
nomical service because transis- 
tors, unlike vacuum tubes, do not 
burn out. 

All three major operating func- 
tions—blower, lamp, and forward 
or reverse—are conveniently inter- 
locked with a single lever switch. 
The straight-line master control 
lever enables the operator to run 
the projector in forward or reverse 
by simply turning in correspond- 
ing direction 

The new amplifier has a fre- 
quency response of 30 to 20,000 
cycles, well beyond the range of 
most optical sound tracks, to pro- 
vide both clarity and brilliance of 
reproduction—voice as well as 
music. An I|1 x 6-inch speaker is 
matched exactly to the amplifier. 
The Kodak Super-40 shutter de- 
livers maximum light at either 
sound speeds for either long 
throws or poorly-darkened rooms. 


The exciter lamp, powered by 
direct current, is rated for the life 
of the machine under normal op- 
erating conditions. Projector meas- 
ures 16 x 12% x 111'-inches and 
weighs 351% pounds. Model AV- 


126-TR is equipped with a 2-inch 
Kodak Ektanar Lumenized pro- 
jection lens, f:1.6, with field flat- 
tener. Lubricated for life by oil- 
impregnated super oilite bearings, 
sealed ball bearings, and oil re- 
taining pads, the latest 16mm 
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New AUDIO-VISUAL Equipment 


Recent Product Developments 


Pageant is now in the hands of 
Kodak audio-visual dealers nation- 
wide La 
* * x 

DuKane Announces Details on 
“AV-Matie” 

The DuKane Corporation has 
announced the availability of the 
new “AV-Matic” sound slidefilm 
projector, Model No. 14A285. A 
completely automatic _filmstrip 
projector, the “AV-Matic” has a 
unique optical and mirror system 


New Projectors 


desktop viewing with AV-Matic 
which projects clear brilliant pic- 
tures on the 9” x 7” TV-type 
screen 

Always in focus, the pictures 
change automatically in synchro- 
nization with the recorded mes- 
sage by means of a patented low 
frequency 30/50 inaudible signal. 
The “AV-Matic” used 35mm 
single frame filmstrip and 331% 
rpm records up to and including 
12” in diameter. 

The unit features the DuKane 
“Redi-Wind” system that auto- 
matically rewinds the film as it is 
shown, a simple push-in film car- 
rier which is easily removed for 
cleaning, and input for necessary 
headset earphone or pillow ear- 
phone. Projector measures 15” x 
13” x 18” and weighs 17 pounds. 
It is available through the Audio- 
Visual Division, DuKane Corpo- 
ration, St. Charles, Ill. yy 

* * % 
Fred. Watson Displays 8mm 
Seund Projectors in N. Y. 

Frederick F. Watson, Inc., New 
York film-striping company, has 
inaugurated a public display of 
8mm sound projectors at the 
firm’s offices, 202 East 44th 
Street. 

Grouped on a large table and 
equipped with HPI Projector 
Scopes for easy comparative view- 
ing are Fairchild, Kodak, Tand- 
berg, Agfa and Bolex 8mm sound 
units. Films which were reduced, 
striped and “sounded” by the Wat- 
son company are available for 
viewing either on the scope or in 
the projection room. 4 





for Projection and Production 


Gray Unveils New Audieslides 
for Use on D-Secope Projector 


The Gray Manufacturing Com- 
pany, manufacturer of Audograph 
dictation instruments, television 
projectors and sound equipment, 
has entered the field of audio- 
visual projection with a new 
sound-slide system. The Gray 
“Audioslide” is described as a 
unique invention that combines on 
an individual slide both picture 
and high-fidelity sound. 

Each Audioslide provides up to 
three full minutes of sound which 
can be recorded on the spot. The 
picture area accommodates color 
or black and white 35mm film 
clips or 2” x 2” mounts in an 
automatic sound-slide magazine 
with a capacity of 36 Audioslides. 

Sound is manually recorded in 
a spiral track around the picture 
area in the Audioslide. The sound 
is then “read” off the slide by a 
special rotating sound pickup 
mounted in the D-Scope projector. 
Embossed recording and standard 
record-cutting and pressing tech- 
niques are said to be equally well 
suited for sound track production. 

Individual slides permit editing, 
changes and rearrangement of pro- 
grams. The Gray system facili- 
tates either mass production of 
sound-on-slide programs or the 
preparation of a single sound track 
for one slide. 

According to Gray President, 
William Conover, “To properly 
present this unique information 
package—the Audioslide-——G ra y 
developed advanced components 
for slide changing and projection 
Process control and production 
line assembly work are facilitated 
by use of fast Polaroid transpar- 
ency and in-plant recording of 
Audioslides used to show operator 
work detail. 


~ =. 





Gray Audioslide System includes 
D-Scope projector with self-con- 
tained rear-projection screen and 
carrying case. New Audioslide is 
pictured at lower left. 


as well as sound reproduction, 
which resulted in the new compact 
D-Scope projector.” 

The D-Scope projector provides 
for both front and rear projection. 
It is sold complete with rear 
screen, magazine, remote control 
and power cords packed into one 
carrying case weighing slightly less 
than 15 pounds. a 


* a * 


Light, Wireless Vega-Mike 
Liberates Speakers, Actors 

It looks like an ordinary lava- 
lier-type microphone but there 
isn’t any trailing cable to restrict 
the user’s movements or cause en- 
tanglement. That’s the new Vega- 
Mike, a new wireless microphone 
manufactured by Vega Electronics 
Corporation. 

Professional _ broadcast-quality 
dynamic microphone carries a 
transistorized wide-band FM 
transmitter and a mercury-cell bat- 


. the unobtrusive new Vega-Mike 


tery power supply in the one-piece 
unit; weighs only 7! ounces; 
measures 1” wide by 514” long. 
The Vega-Mike transmits to its 
matching specially-designed port- 
able receiver which is simply con- 
nected to the existing public-ad- 
dress system. Product has FCC 
Type Acceptance for operation in 
the business radio service, on au- 
thorized FCC frequencies. Write 
the New Products Desk, BUSINESS 
SCREEN, for data. Wy 
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Radiant’s GlowMaster Screen 
Has Automatic Opening Device 

There’s a new tripod projection 
screen that literally opens itself, 
featuring an automatic opening 
device. Radiant Manufacturing 
Corporation is showing the Glow- 
Master screen with Magic Tri- 
Lock using a single lever that 
makes one easy motion out of a 
former three-step operation. With 
the pressure of a fingertip, tripod 
legs spring open, the extension rod 


Fingertip pressure on a 
lever makes GlowMaster 
literally spring into position. 


single 
screen 


raises and the screen case swings 
into horizontal position. 

The GlowMaster has a silver 
lenticular surface called “Vista- 
Glow” which permits pictures to 
be shown in a room light enough 
to permit note-taking. The surface 
also allows a wider range of seat- 
ing in front of the projected image. 

This model comes in sizes of 
30 x 40, 40 x 40 and 50 x 50 
inches. Prices start at $29.50. For 
further details write the New 
Products Desk, BUSINESS SCREEN, 
7064 Sheridan Rd., Chicago 26, 
on your company or organization 
letterhead. ie 


At Your Service: The New Products 


Desk, Business Screen, Chicago 26 





Versatile Projection Lens 
Announced by Kalart-Victor 

A new projection lens designed 
to increase the versatility of Kalart 
Victor 16mm sound projectors is 
now being made available as a 
projector accessory by the Victor 
Animatograph Corporation, Divi- 
sion of the Kalart Company, Inc., 
Plainville, Conn. 

The lens, with an aperture of 
f:2, has a variable focal length 
from 11% to 2% inches. The Vic- 
tor Zoom Lens is of greatest value 
as an accessory for projectors that 
are not used in permanent instal- 
lations. Room and screen size are 
rarely limiting factors when a pro- 
jector is equipped with a Victor 
Zoom Lens, and, therefore, films 
may be shown under a wide varie- 
ty of conditions. 

The complete line of accesso- 
ries is available through all author- 
ized Victor Audio-Visual dealers. 


* Bd cg 


Magnasyne’s Model T-1510 
Offers 10 Channel System 

The new Model T-1510 Mag- 
nasyne multi-channel recording 
reproducing system, utilizing 1” 
tape, records up to 10 simultane- 
ous audio transmissions and uti- 
lizes a unique “fail-safe” feature 
that instantaneously detects me- 
chanical or electronic failure and 
automatically starts standby re- 
corder. No important transmis- 
sions are lost. Plug-in transistor- 
ized circuitry assures maximum 
performance with minimum main- 
tenance. 

Multi-channel recording /repro- 
ducing systems in the T-1000 
series, manufactured by Magna- 
sync Corporation, North Holly- 
wood, Calif., are available for re- 
cording up to 20 simultaneous au- 
dio transmissions for as long as 34 
hours on one roll of tape. These 
systems are especially adaptable 
for language laboratories, airports, 
law enforcement, and fire depart- 
ments and military communication 
centers. Ly 
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EDITORIAL and TECHNICAL SERVICES 


FOR BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
Circle 6-2146 
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9.0.5. EDIOLA PRO-39 


Professional Precision at a Price! 





Available with 
Optical/Magnetic or 
Combination Sound Reader 


SPECIAL 
INTRODUCTORY OFFER 
$.0.S. Ediola Pro-35 


Only $295 


$.0.S. Pro-35 with Optical 
Sound Reader and Base 
only $495 


A 35mm ACTION VIEWER designed for easy editing 
Precision optics assure bright pictures in sharp focus 
whether film is moving or stopped. Film protected from 
overheating or burning. No intermittent or oscillating 
parts. Free turning sprocket guards against film damage 


© Large Screen: 434”x675"” © Film travels Left to Right 

© Brilliant Picture Image ¢ Lightweight, compact design 

© Velvet action Nylon Rollers ¢ 4-sided Prismatic Shutter 
© Simplified Framing and Focusing 


S.0.S8. PHOTO-CINE-OPTICS, Inc. 


formerly §.0.S. CINEMA SUPPLY CORP. 
602 W. 52nd St., New York 19, N.Y. @ Phone: PLaza 7-0440 © Telegram QHP, N.Y. 


Western Branch: 6331 Hollywood Boulevard. Hollywood 28, Calif. — Phone: HO 7-2124 























For the Finest in Products and Services of the Audio-Visual Industry Look 
to the Advertising Columns of Business Screen, Published Every Six Weeks 


a 
MUSICAL 
SCORE OF 
ANY NOTE, 
DEPENDS UPON: 


f 


WHAT THE COMPOSER WROTE 


QUALITY REPRODUCTION, AND 
CUES EASILY FOUND... 


From start to finish, Hi-O is designed 
exclusively for film scoring and is the 
largest source of music available for 
industrial and television films . . . con- 


~ THE CONDUCTOR, MUSICIANS, STUDIO SOUND 
tained on I5ips tapes and 12” LP 
reference discs. Send for our demo; you'll 


find all the information on its jacket. 


CAPITOL LIBRARY SERVICE tcitywooo 2s, caur. 


OUR CANADIAN REP.: S. W. CALDWELL LTD. 447 JARVIS ST. TORONTO 5, ONTARIO 

































For !6émm. Film — 400° to 2000" Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 













Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 
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Custom Built 


HANSARD 


Rear Screen 
Process 
35mm Projector 


Specifications: 

© 500 ft. capacity 

@ 200 Amp Arc Lamphouse 

© Bell & Howell—movement with 
registration pins 

Rheostat with light intensity 

stop switches 

Two camera interlock motors 

for Mitchell NC & BNC 

Complete set various focal length 
projection lenses 

Forward and Reverse controls 

All connecting cables 

All components—completely blimped 
for very low noise level 

Projector mounted on dollied pedestal 
with horizontal and vertical 
adjustments 







































































































































































Approximate projector weight: . 1500 Ibs. 
i” sync generator: 300 Ibs. 
" rheostat: 90 Ibs. 
= accessories 150 Ibs. 
naa’ $10,000 
price! SEQP, 
Complete © Guaranteed 











CAMERA EQUIPMENT CO., INC. 


DEPT. S, 315 WEST 43rd STREET 
NEW YORK 36, N.Y. © JUdson 6-1420 









































NEW EQUIPMENT 
Master Intervalometers for 
Arrifiex Cameras Available 
& The Arriflex Corporation of 
America has announced the avail- 
ability of a series of Master Inter- 
valometers for use with Arriflex 
The Master Intervalo- 
meter is a programming and con- 
trol instrument designed to oper- 
ate the Arriflex-16 with its single 
frame drive, lights, accessories and 
related equipment in a_ broad 
range of motion picture time-lapse 
applications. 

The Master Intervalometer has 
adjustable framing rates from one 
second to 25 minutes, or on spe- 
cial order, as long as 10 hours. 


cameras 





aid for 


time-lapse production 


Numerous exposure times are ob- 
tained directly from the stand- 
ard single frame drives themselves. 

Two models of the Master In- 
tervalometer provide adjustable 
time exposures. All models will 
automatically control lights and 
115 volt AC auxiliary equipment 
up to a total of 1500 watts. 

The Master Intervalometer, 
which may be readily used with 
either the Arriflex-16 or the Arri- 
flex-35, may be ordered in any of 
four standard models from all 
franchised Arriflex dealers. Write 
the New Products Desk, BUSINESS 
SCREEN, 7064 Sheridan Rd., Chi- 
cago 26, for data sheet. aa 

* * 
New ColorTran Cine-Queen 
by Natural Lighting Corp. 

Natural Lighting Corp., Bur- 
bank, Calif., has announced the 
development of a new ColorTran 
Cine-Queen, a wide-flood lighting 
unit for the motion picture, TV 
and industrial photography fields. 

The Cine-Queen light unit em- 
ploys the new 1500-watt General 
Electric lamp, which produces a 
rectangular area of flood illumina- 
tion at 3350K color temperature 
from any 120 volt AC or DC 
source. No converter is 

because of the pre- 
boosted filament construction of 
the lamp. The Cine-Queen draws 
12 amps from the circuit. Vad 


power 


needed 


FOR 





PRODUCTION 


Kedak Announces New Reflex 
Special for Film Producers 

A new professional 16mm re- 
flex camera introduced by the 
Eastman Kodak Company allows 
the cinematographer to see ex- 
actly what his film records. 

The Kodak Reflex Special is a 
low-cost, compact unit designed 
to serve a wide range of needs in 
the production of both silent and 
sound motion pictures. 

The Reflex Special takes its 
name from the reflex finder which 
enables the operator to view the 
image photographed through the 
taking lens while the unit is in 
operation. Weighing approximate- 
ly 24 pounds, the camera has a 
synchronous motor which can be 
removed and replaced by a vari- 
able speed motor or a drive unit 
designed for time and motion 
studies. 

Similarly, the entire film han- 
dling mechanism can be removed 
for cleaning or maintenance. 

The Reflex Special is shipped 
with a 400-foot magazine as stand- 
ard equipment. The 400-foot 
chamber can also be used with 
100-foot or 200-foot rolls of film 
on a camera spool. 1200-foot 
magazines are available on an 
optional basis. The camera can 
also accommodate 100-foot rolls 
of film internally. 

The camera turns off automati- 
cally if the film is not feeding 
properly and must be in perfect 
order before the camera door will 
close. 

Standard optional equipment 
calls for a 25mm f/1.4 Ekton 
lens, but a full range of lenses, 
from 10mm to 150mm, is 
available. 

Important features of the Reflex 
Special include a ground glass 
focus point which corresponds ex- 
actly with the film plane, an ad- 
justable viewfinder eyepiece with 
a magnification of 10:1 which 
can be changed to 20:1 for criti- 


also 


. the new Kodak Reflex Special 


cal focusing, and a neon monitor 
light in the remote hand-operating 
switch which indicates when the 
power is being delivered to the 
drive motor. 

Other optional accessories in- 
clude a variable speed drive, a 
time and motion study drive and 
a blimp device. A magnetic 
sound recording system will be 
available for the camera at a later 
date. 

The base price for the camera, 
equipped with one 400-foot maga- 
zine, a 24 fps synchronous motor 
drive, a 25mm f/1.4 lens, an 
adapter for a director-type view- 
finder and a sunshade and filter 
box is $1,895. It will be sold di- 





HAWAIl ¢ SAMOA 
TAHITI. . . 


Stock Shots 


16mm & 35mm Photographic 
Service 


Native Music & Effects 


Synchronous Magnetic 
Recording 


Write: 


CINE’-PIC HAWAII 


Attn: George Tahara 
1847 Fort St., Honolulu 13, Hawaii 


Wire: CINEPIC © Phone 502677 
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TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Details Write, Wire or Phone 


wo"; R Productions, TTA 17 EAST 45th ST., N. Y. 17, N. Y. 
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rectly by the Eastman Kodak 
Company Motion Picture Film 
Department. For further informa- 
tion, contact this department at 
either of the Hollywood, Chicago, 
New York, or Rochester offices. 


* * * 


Admaster’s New Attache Case 
Viewer for Overhead Slides 

The Admaster Sales Corp., New 
York City, has announced a new 
lightweight executive attache-case 
viewer designed to hold 40 over- 
head projection slides in its cover 
gusset. 

The unit, which sets up in 
seconds, gives the user of the over- 
head slide the advantage of a 


. ready to show or ready to go! 


small audience. Previewing pres- 
entation, marking, retouching or 
viewing any type of transparency 
makes the multiple use of this 
unit a valuable asset. The slide 
activates a micro type switch 
lighting the 11-inch square panel. 
Write the New Products Desk, 
BUSINESS SCREEN, Chicago 26. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color prirting 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 





Da-Lite Offers Brackets to 
Eliminate Screen Keystone 
Da-Lite Screen Co., Inc., War- 
saw, Ind., has introduced Key- 
stone Eliminator Brackets to hold 
the case of a wall-mounted pro- 
jection screen out away from the 


brackets slant screen surface 


wall so that the screen surface can 
be correctly slanted for overhead 
projection use. 

The new brackets eliminate the 
“keystone” effect from projecting 
upward on a straight hanging 
screen and the viewing surface is 
optically correct. 

These new brackets can be 
easily used with Da-Lite Model 
“B” or “C” screens, or with the 
Da-Lite Junior Electrol, providing 
dual usage of screens at modest 
cost. For regular projection the 
screen simply hangs straight down 
from the brackets. 

The screen case can be ex- 
tended 15” to 24” from the wall 
by simple wing nut and bolt ad- 
justment. The sturdy, heavy gauge 
steel brackets are sold in pairs at 
$10 per pair. R 

* * * 
New York Company Offers 
Lamnatrack Striping Service 
*& A new film-striping service has 
been announced by the American 
Magnetic Film Striping Corp., 
New York. 

Called Lamnatrack, the mag- 
netic striping service is offered in 
(CONTINUED ON NEXT PAGE) 


L&L animation, inc. 
THE PRODUCERS SERVICE 


e animation 


e slidefilms 
¢ filmographs 


e opticals = 





16 West 46th Street 
New York 36, N.Y. 


NUMBER 5 ° 


BRING YOUR PROBLEMS TO US! 


VOLUME 22 
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if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 

. in the largest, most 
complete new facilities 


between Detroit and 


New York. 
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Dual Editor (without 
viewer) 


$195.00 
$ 96.00 


Zeiss Moviscop viewer 


CAMART 
TIGHTWIND ADAPTER 


® The only 
Tightwind 
Adapter 
with a Ball- 
bearing 
roller. 


evenly. 

* Single unit 

for 16mm & 35mm. 
© Fits any rewind. 


$34.95 


F.0.B. New York 


© Completely 
scratch- 
proof. 

® Chrome- 
plated. 
Prevents 
cinching & 
abrasions. 

® Winds film 
quickly and 


CAMART DUAL 
SOUND EDITOR 


MODEL SB 111 


Complete with optical or magnetic 
sound reproduction head, base plate, 
amplifier and speaker. Used for 
single or double system. An unbeat- 
able combination with the Zeiss 
Moviscop 16mm precision viewer for 
e sharp 2’ x34 picture. 


Special gage $269.50 


combination 


NEW DESIGN FILM 
BIN WITH RACK 


® Rectangular 
construction. 

® Fits easily 
into corners. 

® Vulcanized 
fiber with re- 
inforced metal 
frame. 
Complete 

Bin/ rack-linen 


bag 
w/ skids 


$45.25 


w wheels 


$51.75 


we CAMERA MART 


1845 BROADWAY (at 60th St.) NEW 


YORK 23 - Plaza 7-6977 > 


Coble: Cameramart 











NEW A-V PRODUCTS: 


(CONTINUED FROM PAGE 63) 


four sizes: 8mm, 16mm double 
perf, 16mm optical half magnetic 
track, and 16mm full magnetic 
track. Reproduction ranges are 
said to be: 8mm-16fps, 80-6000 
cycles; 8mm-24fps, 50-7500 cy- 
cles; 16mm-24fps, 40-12,000 
cycles. 

One attribute of Lamnatrack is 
that it will not dissolve in splicing 
cements or cleaning agents. It is 
said to be more permanent than 
the film itself. ig 

ok * & 
Traveling Samson Triped Is 
Offered by Quick-Set, Inc. 

Quick-Set, Incorporated, 
Skokie, Ill., has announced a new 
Traveling Samson Tripod, spe- 
cially designed for location work. 

The tripod, with worm-geared 
elevator for precise height ad- 
justment and choice of pan head 


Samson's tripod on location 


styles, easily supports an 8 x 10 
camera anywhere from nine to 80” 
above the ground. A shortened 
Samson with 3-section legs, plus 
accessory side arm and column ex- 
tension, the tripod weighs 13% 
pounds and fits in a carrying case, 
8” x 10” x 25” 

For prices, data sheet and a 
special offer write the New Prod- 
ucts Desk, BUSINESS SCREEN. 

* + « 
Genarco Rear-Projection Guide 

A new brochure entitled “Rear 
Projection of Slides in Large 
Meetings,” has been published by 
Genarco Inc., manufacturers of 
high-power lighting and 3,000- 
watt slide projectors. 

The brochure explains rear pro- 
jection and its advantages, and 
offers guides for selecting and us- 
ing rear projection equipment. 
Readers may write for a copy of 
brochure #313, to: Genarco Inc., 
97-04 Sutphin Boulevard, Jamai- 
ca 35, N. Y. Le 





Buhl BRS-130 Lens Doubles 
Sereen Images fer Slides 

Space no longer need limit your 
2 x 2 slide showings. Now you can 
double the size of the pictures 
with your Airequipt Projector by 
simply slipping a Buhl RS-310 
lens over the regular projector 
lens. 

The attachment is perfect for 
Minox and subminiature slides. It 
makes home or office rear screen 
projection really practical. Its 
short throw, wide angle features 
put big pictures on the rear screen 
in a minimum distance. 

The RS-310 is not just a simple 
“portrait attachment.” It is a fine 
coated, four element, color cor- 
rected system, designed specifical- 
ly for Airequipt projectors. It 
gives maximum picture size in the 
shortest throw, with virtually no 


. . Buhl lens on an Airequipt 


illumination loss. The item is 
priced at $39.50. Further infor- 
mation is available from Buhl 
Optical Company, Pittsburgh, Pa., 
or write the New Products Desk, 
BUSINESS SCREEN, 7064 Sheridan 
Rd., Chicago 26. Wy 


* * * 


P.S. Have you ordered your Au- 
dio-Visual Buyer’s Guide Service? 


NAIL DOWN YOUR PROFITS! 


Cameras: 16mm & 35mm—Sound 
(Single or Double System)—Silent 
—Hi-Speed 


Lighting: Arcs—Incandescents 
Spots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 
Mounted 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western— 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: 16mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 
Camera Cars: 


*CECO—Trademark of Camera 
Equipment CO. 


Why be equipment-rich, but profits 


poor? If your main concern is mak- 
ing money, investigate full-service 
leasing from CECO. Some of Amer- 
ica’s largest corporations have such 
arrangements with us. Renting your 
cameras, lights, sound recorders and 


CG; AMMERA 
EQuipment (..Inc. 


in Hialeah, Florida 


CAMERAS: LIGHTS 


ACCESSORIES 


accessories puts the problem of 
maintenance where it belongs—in 
the hands of factory-trained experts. 
Your accountant will explain the 
savings of renting versus buying. 
Want to talk about it? Call JUdson 
6-1420. Today! 


Camera Equipment Co., Inc. 
Dept.s 14,315 W. 43rd St., N. Y. 36, N. Y. 


Gentlemen: Please rush me your FREE complete 
catalogue of Rental Equipment. 


Name 
Firm 

Street 
City 


Zone State 


BUSINESS 


Lewel-Light Redesigns Its 
Tape-up, Clamp-on Lights 
Lowel-Light Photo Engineer- 
ing, New York City, has rede- 
signed a tape-up clamp-on lighting 
unit with five new features: 1.) a 
wider base plate for greater stabil- 
ity when wall mounted with Gaf- 
fer-Tape or resting on floors or 


. new design for a Lowel-Light 
tables; 2.) a larger notch for 
clamping onto pipes, stands and 
furniture up to 1%4 inches; 3.) a 
new secondary notch for locking 
on pipes, stands and shelves up to 
4 inch; 4.) new 14 inch holes for 
mounting with nails and screws; 
and 5.) a more convenient handle 
for directional control. 

The product retains its universal 
swivel with tension control, its 
neoprene cord and porcelain sock- 
et, U.L. approved for high tem- 
perature use, and its various 
mounting systems. For data sheet 
write: New Products Desk, Busi- 
NESS SCREEN, 7064 Sheridan Rd., 
Chicago 26. Wye 

ok 1K ok 
Ozalid Offers a Brochure on 


New Overhead Projector 


Of interest to business, govern- 
ment, schools and other groups 
is a colorful brochure on Ozalid’s 
new Projecto-Lite overhead pro- 
jector, available from the Ozalid 
Division of General Aniline & 
Film Corporation. 

Details on the new straight- 
through optical system, which is 
reported to yield superior image 
brilliance and maximum picture 
detail are included in the bro- 
chure. Specifications, operation 
and construction of the Projecto- 
Lite with its resulting benefits are 
thoroughly discussed with numer- 
ous illustrations. 

A New Pattern for Projection 
will be sent on request to Ozalid 
Division of General Aniline & 
Film Corp., 72 Corliss Lane, 


§ Johnson City, New York. a 


* * * 


Time to order your Audio- 


ne 4 Visual Equipment Buyer’s Guide 
== ae ae oe oe es es es Service from BUSINESS SCREEN. 


SCREEN MAGAZINE 





Testing Materials Seciety 
Forms Phote Advisery Group 
& The American Society for Test- 
ing Materials formed a new Photo- 
graphic Advisory Group during 
their recent Annual Convention 


Photo Advisory member Condon 


held in Atlantic City. Among those 
appointed to the group was D. R. 
Condon, Manager, Photographic 
Laboratory, United States Testing 
Company. 

Condon said that the function 
of the Advisory Group is to solve 
photographic problems and advise 
on the use of photographs in 
ASTM Methods and Specifica- 
tions. Any group within the ASTM 


may submit problems for consid- 
eration. 

Condon, an outstanding indus- 
trial photographer, has been active 
as manager of United States Test- 
ing Company’s Photographic Lab- 
oratory for over twelve years, and 
many of his pictures have received 
top honors at ASTM and other na- 
tional and international exhibits. 

a co a 
Chicage Unlimited Appoints 
Perry as Executive Secretary 

Bill Perry, for the past eight 
years a staffer in the TV-radio 
and public relations department 
of the National Safety Council, 
has resigned to affiliate on Sep- 
tember 5 with the offices of the 
Academy of Television Arts and 
Sciences and of Chicago Un- 
limited. . 

Perry succeeds Ned Williams 
as executive secretary of the two 
organizations, as well as editor 
and advertising manager of the 
CU Directory, a semi-annual guide 
book, and the CU Digest, a week- 
ly newsletter. 

Williams, identified with CU 
for nine years, and with the TV 
Academy Chapter since it was 
formed three years ago, will retire 
to Council Bluffs, Iowa. tg 


HOW TO MAKE INDUSTRIAL MOTION PICTURES — 
STEP BY STEP—AND GET THE MOST OUT OF YOUR 


BUDGET, WHETHER IT’S 


ra 


$400 OR $40,000.... 


This compact, fact-packed, easy-to-read 


guide covers every aspect of film making 
in the plant. You'll want a copy for each 
member of your film-making staff. 


The script writer 
The director 

The editor 

The cameraman 
The technician 
The film librarian 





This complete table of contents will 
give you a preview of what you get in 
a copy of MOTION PICTURE PRODUC- 
TION FOR INDUSTRY 





The Most Convincing Medium of 
Expression 

Who’s Who on the Crew 

Getting the Production Started 

Preparing the Script 

Facilities and Equipment 

Planning the Production 

Directing the Action 

Motion-picture Photography 

Motion-picture Sound 

Inspecting and Filing Footage 

Art and Animation 

Editing the Rough Cut 

Narrating the Film 

Re-recording the Sound Tracks 

The Interlock Screening 

Assembly of the Original, or Negative 
Cutting 

Ordering the Answer Print 

Procuring the Release Prints 





Distributing the Film 


NUMBER 5 © VOLUME 


Promoting the Film 

Exhibiting the Film 

Revising the Film 

Miscellaneous Services of a Film 

Department 

Looking Ahead 

Glossary 

A List of Books about Films 

A List of Films about Films 

Index 

——-—FREE 10-DAY TRIAL —— — 
The Macmilian Company, Dept. BS-1 
60 Fifth Avenue, New York 11, N.Y. 
Gentlemen: Please send me a copy of MO- 
TION PICTURE PRODUCTION FOR INDUSTRY. 
| understand that if | am not completely 
satisfied with its practical value, | may re- 
turn it within ten days and owe absolutely 
nothing. If | keep it | will pay $8.00 plus a 
few cents for postage. 
Name 
Address 
City. 
Signature 
DC Bill me 
C0 Payment enclosed (te save postage) 
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EBF Names 
New Director of Marketing 


Hechhauser as 


© Filling a new post as director of 
marketing at Encyclopaedia Bri- 
tannica Films, Inc., Wilmette, IIl., 
is Edward Hochhauser, Jr. The 
appointment was announced by 
president Maurice B. Mitchell. 

EBF is broadening the range of 
its school services this fall as its 
printed TEMAC programmed 
learning materials for mathematics 
and language study go into use in 
some 400 school systems, colleges 
and universities. 

Mr. Hochhauser, a graduate of 
the University of Virginia, was 
formerly advertising and sales pro- 
motion director for Muzak Corp., 
New York. Ly 

ae ca K 
SVE Names Gene Burroughs 
as Director of Marketing 


Gene Burroughs has been ap- 
pointed Director of Marketing at 
the Society for Visual Education, 
Inc., Chicago, John C. Kennen, 
President, has announced. 

A graduate of the University of 
Illinois, Burroughs was formerly 


. Marketing Director Burroughs 


Promotion Manager, Britannica 
Press, a division of Encyclopaedia 
Britannica, Inc. As Director of 
Marketing he will be in charge of 
SVE’s expanding marketing pro- 
gram that serves schools, churches 
and industry. Vy 


* * * 


Sereen Directors’ Charter to 
Fiorida Organizing Committee 


The Screen Directors Interna- 
tional Guild has issued a charter 
to a Florida Directors Organizing 
Committee under Chairman Jack 
Buckholtz. The initial group num- 
bers 12 members with some 20 
more slated to join the Florida 
branch. 

SDIG has already chartered a 
Midwest branch centered in Chi- 
cago, which has now grown to 98 
members. Further branches are 
being contemplated for Texas and 
Canada. Wy 


Ou 
Serice 
aud 
Zuality! 


KOSTER FILM 
FACILITIES, inc. 


1017 New Jersey Avenue, S. E. 
WASHINGTON, D. C. 
Phone: Lincoln 4-4410 


Complete Facilities 
For the Producer 


Modern Laboratory 

Spray Processing 

Quality Controls 
Negative-Positive-Reversal 
Color Duplicating 

Recording and Mixing 
Magnetic and Optical Sound 
Direct Electronic Sound Printing 
Editorial Service 


Sound Stage and Studio 


Our Own Custom Building to 
Provide All Services Under 
One Roof... 


Wert “Time “Try Rosters 
SEND FOR BROCHURE 

















NATIONAL 





EASTERN STATES 


e MASSACHUSETTS ¢ 


Cinema, Inc., 234 
St., Boston 16. 


Clarendon 


e NEW JERSEY e 
Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


e NEW YORK e 

Association Films, Inc., 347 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo 2, N. Y. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

National Cinema Service, 71 
Dey Street, New York 7, 
WO 2-6049. 

S. O. S. Photo-Cine Optics, Inc., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

United World Films, Inc., 1445 
Park Ave., NY 29, TR 6-5200 


e PENNSYLVANIA e 

Appel Visual Service, Inc., 963 
Liberty Avenue, Pittsburgh 
99 

Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlInut 
3-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, DIckens 
6-6731. 


SOUTHERN STATES 


© GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT 
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United World Films, Inc., 287 
Techwood Dr., NW., Atlanta. 


e LOUISIANA e 


Stanley Projection Company, 
1117 Bolton Ave., Alexan- 
dria. 


Delta Visual Service, Inc., 715 
Girod St., New Orleans 12. 
Phone: JA 5-9061. 

e MARYLAND e 


Stark-Films (Since 1920), 


Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 
e TENNESSEE e 
Southern Visual Films, 686 


Shrine Bldg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 

Robt. H. Redfield, Inc., 1020 
So. Wabash Ave., Chicago 5. 

Association Films, Ine., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 W. Devon Ave., or 27 N. 
Franklin St., Chicago. 

United World Films, Ine., 542 
S. Dearborn St., Chicago 5. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14. 

Films Unlimited Productions, 
37 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


OF VISUAL EDUCATION DEALERS 


Fryan Film Service, 815 Su- 
perior Avenue, Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES. 


e CALIFORNIA e 
LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5515 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. 
Audio-Visual Center 
849 N. Highland Ave. HO 4- 
1148, Los Angeles 38, Calif. 

S. O. S. Photo-Cine Optics, Inc. 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 

United World Films, Inc., 6610 
Melrose Ave., Los Angeles 36 

SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 

Photo & Sound Company, 116 
Natoma St., San Francisco 5. 

Westcoast Films, 255 Minna, 
San Francisco 3. 


e COLORADO e 


Cromars’ (formerly Audio- 
Visual Center) 28 E. 9th 
Ave. Denver 3. 


Davis Audio-Visual, Inc. 
2149 S. Grape St., Denver 22. 


© OREGON e 


Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 


United World Films, Inc. 5023 
NE Sandy Blvd., Portland 13 


e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


United World Films, Inc., 
2227 Bryan St., Dallas 1 
e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


FILMS AND PROJECTION 


BUSINESS SCREEN 


MATERNITY CARE: 
(CONTINUED FROM PAGE 37) 
now.’ We bring husbands into 
labor because they can be support- 
ive. We nurture the family unit 
as a unit at the time of its forma- 
tion.” 

Hospital Maternity Care was 
produced from a script and pre- 
planned narration on the basic 
aspects of the family-centered sys- 
tem. In addition, it contains very 
live, beautifully photographed and 
edited extemporaneous scenes— 
one Sister explaining the final 
stages of childbirth to a group of 
expectant mothers: “This is when 
you'll probably want to pack up 
and go home.” 

But the St. Mary’s mothers have 
proved that labor is shorter under 
the new system, and deliveries 
easier. The culminating incident in 
the film is a startling close-up head 
shot of a mother during the birth 
of her baby. This brief minute 
sequence shows not only the 
happy, smiling mother, but her 
husband holding her hand, and the 
anaesthetist standing by but never 
once using his drugs. Finally the 
spanked, unsleepy baby cries out 
at joining the world. 

The film, which has been de- 
signed for showings to professional 
groups, was a stand-out at the re- 
cent medical film exhibition of the 
American Medical Association 
convention in New York. It has 
also been awarded a Winning Di- 
ploma at the Vancouver Film 
Festival. Ly 

* * * 
Westinghouse Catalog Lists 
30 Pictures for Group Use 

> Westinghouse Electric Corpo- 
ration has published a new cata- 
log of free films available to or- 
ganized social, civic, business and 
professional groups. 

More than thirty films are 
listed in categories for general au- 
diences, technical audiences, and 
training and instructional pro- 
grams for industry. 

One of the features for general 
audiences is Atomic Power at 
Shippingport, 26-minute color 
film on the development, design 
and installation of America’s first 
nuclear powered generating sta- 
tion at Shippingport, Pa. Its pri- 
mary audience was the Geneva 
Conference of nuclear scientists, 
and sound tracks are available in 
English, Russian, French and 
Spanish. 

For a copy of Westinghouse 
Sound Films, write to the Motion 
Picture Department, Westing- 
house Electric Corporation, +3 


| Gateway Center, Pittsburgh 30. 
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Send it to 


THE FILM DOCTORS” 


Specialists in the Science of 


FILM REJUVENATION 


FOR 16 MM AND 35 MM 
RAPIDWELD Process includes treatment for: 


e Dirt e Abrasions 
e Scratch Removal « “Rain” 


8MM SERVICES NOW AVAILABLE. 


Send for free Brochure, 
“FACTS ON FILM CARE”, 


TZ.) 
APID FILM . LY ® 
TECHNIQUE, INC. < } 
37-02 27 ST., L. 1. C. 1, N. Y. \ 
STillwell 6-4600- Est. 1940 ae 





























HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhauvled—Guaranteed 
SPECIAL LOW PRICE 


Immediate | 4-Wheel. . .$1,200.00 
Delivery! | 5 Wheel. . .$1,600.00 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 














EUSEBIUS 
Bold and Italic 


A serif type, clean-cut, dignified 
... with everything desirable in 
a title type .. . cast new for each 
frame, as is usual at our studio ! 


KNIGHT STUDIO 
159 East Chicago Ave., Chicago 1 





TEACHING MACHINES: 
(CONTINUED FROM PAGE FORTY-SEVEN) 
Answer sheets can be mimeographed. The pro- 
gram cards themselves may be typewritten, or 
drawn, then reproduced cheaply by multilith 
or conventional printing processes. The cards, 
of course, may be used over and over again. 
They represent a substantial saving in space, 
which in industrial usage with widespread dis- 
tribution at various manufacturing or selling 
sites, can mean a substantial saving over con- 
ventional training materials in postage alone. 

As the number of programs proliferate, mi- 
crofilm will represent the opportunity for sub- 
stantial additional savings in space and han- 
dling effort. Hamilton Research Associates, 
Inc., has developed such a machine, with forty 
frames contained in a single aperture card. As 
program libraries grow, the substantial savings 
in space and handling expense will more than 
justify the higher cost of such machines. 

To date, therefore, our greatest effort has 
been expended on developing the Visitutor 
series of visual teaching machines. The present 
model, the Visitutor Card Model 200, is a 
limited production model and has been tested, 
or is in use, in over sixty educational or in- 
dustrial locations. 

The machine illustrated displays questions 
and correct answers on 4” x 6” cards synchro- 
nized with an 814” x 11” answer sheet. The 
machine is actuated by a lever which first pre- 
sents the new question, then on the return 
stroke exposes the correct response while in- 
dexing the answer written by the student under 
a Plexiglas window so that he may compare 
his response with the correct one given, but 
may not alter his initial response. If he is in- 
correct, he may then record the correct re- 
sponse in a slot next to his initial response. 
The cartridge of the machine holds a 40-card 
lesson, which with its reversible feature means 
that 80 frames can be shown from one set of 
cards. 

A new model, designed for quantity produc- 
tion, will introduce further simplification and 
reliability, but will retain the basic features of 
the present machine. It will, however, reduce 
delivery cost in line with our third objective. 

With the increased interest of the training 
offices of industry providing an effective stimu- 
lus, we anticipate continued progress in the 
development of machines and accelerated prog- 
ress in the development of programs to the 
point where automated instruction will make a 
major contribution to industrial training in the 
form of lower-cost, long-term, high-quality in- 
struction. Ly 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 
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Planning an audio-visual 
program? Take advan- 
tage of DuKane’s expe- 
rience in this field . . . 
advice on sound slidefilm 
production plus booklets 
on recording standards 
is yours for the asking. 
DuKane offers a com- 
plete line of top-quality 
sound slidefilm projec- 
tors in a type to meet 
the exact requirements 
of your audio-visual 
program. 


for complete information 


write lo ...+ 


CORPORATION 
Dept. BS-81 » ST. CHARLES, ILL. 





~Lowcost 
communication 


TF PRODUCTIONS, NEW YORK 19, N, Y 











Pioneers in 


| SOUND /FILMSTRIPS 


and 


SOUND RECORDING 


for 


Industry «© Commerce 


Education ¢ Government 
Human Relations 





RECORDER & 


REPRODUCER CORP. 
: 1533 Cherry St., Philadelphia 2, Pa. 
2 LOcust 3-2010 








The Sales Manager's Film Guide 


A selected listing of 145 motion pic- 
tures and slidefilms for sales groups is 
available at only 50c from the Reader 
Service Bureau at BUSINESS SCREEN, 
7064 Sheridan Rd., Chicago 26, Ill 
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COLUMBUS 


(CONTINUED FROM 


FESTIVAL: 
PAGE THIRTY-ONE ) 
Public Service Theme) in the National Visual 
Presentation competition. Frontiers could have 
achieved honors in any classification but is 
primarily a conservation and general informa- 
tion film on the Western states served by its 
sponsor, the First Security Corporation, a 
Utah bank. 

The Greater Columbus Film Council, spon- 
sors of this annual award competition, is 
unique among regional organizations and its 
hard-working membership has been frequently 
cited for the handling of this event. Herschel 
S. Stephan is president of the Council; vice- 
president is John M. Seidel and its executive 
director is Daniel F. Prugh. The Council board 
of trustees includes business, educational and 
professional leaders in the Greater Columbus 
area and is headed by Hugh Huntington. 

* cd * 


International Broadcasting Awards 


The Second International Broadcasting 
Awards contest (which includes TV commer- 
cials) is announced by the Hollywood Ad 
Club. Entry deadline is Dec. Ist. Write Chair- 
man at 6362 Hollywood Blvd., Hollywood 28, 
Calif. for brochure and entry details. 
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Above: Lt. Colonel John F. Landry, Chief, 
Motion Picture Section (left) and Colonel 
Daniel A. Sims, Deputy Assistant for Educa- 
tion and Training, Office of the Deputy Inspec- 
tor General for Safety, Headquarters, U. S. 
Air Force at Morton AFB, California, review 
frames of the Award of Merit-winning motion 
picture “The Accident Investigation Board,” 
recently cited by the National Committee on 
Films for Safety. Designed for exclusive Air 
Force use, film outlines activities of an acci- 
dent investigation board. 
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FESTIVAL 
NEW YORK 


HELD IN CONJUNCTION WITH THE 
INDUSTRIAL FILM AND 
AUDIO-VISUAL EXHIBITION 


AT THE 


BARBIZON PLAZA HOTEL 


CENTRAL PARK SO. AT SIXTH AVE.,N.Y.C 


PRESENTED BY 


INDUSTRIAL EXHIBITIONS, INC. 
17 EAST 45th STREET, N.Y. 17, N.Y 
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An exhibition of current audio-visual equipment, techniques 
and services in industry and education for sales meetings, 
visual presentations, training, advertising promotion, etc. 
Extensive lecture program and continuous showings of out- 
standing films daily for .. . 


SALES EXECUTIVES 
TRAINING DIRECTORS 
PRODUCTION MANAGERS 
FILM PRODUCERS 
ADVERTISING MANAGERS 
AUDIO-VISUAL DIRECTORS 


combined with the 


Ast \NTERNATIONAL FILM FESTIVAL 
OF NEW YORK 


to be held at the 


BARBIZON PLAZA HOTEL 


106 Central Park South & 6th Avenue — New York City 


October 9-11, 1961 
presented by : 


INDUSTRIAL EXHIBITIONS, Inc. 


17 East 45th Street * New York 17, N.Y.+ OXford 7-4978 








BUSINESS SCREEN MAGAZINE 
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in the east... it’s 


MOVIELAB 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 


¢ plus complete black and 


rintir e 


white facilities inchailing ditt rooms, , storage rooms one the finest screening facilities in the east. 








“CITY ON THE 


HORIZON” 


When a company is doing a good job for its 


customers, the public often takes it for granted. 


Wisely, the Rochester Gas and Electric Corporation 
uses the color motion picture, “City on the 
Horizon”, to dramatize how well it serves the 


community, day and night, year after year. 


To help present your story so it counts call 


Ze JAM HANDY Ongansaton 


* Dramatizations * Visualizations * Presentations * Motion Pictures * Slidefilms ™* Training Assistance 


NEW YORK ® HOLLYWOOD ¢@ DETROIT © PITTSBURGH © CHICAGO 
JUdson 2-4060 HOllywood 3-2321 TRinity 5-2450 ZEnith 0143 STate 2-6757 

















